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Simels Sloe Comper 


STANLEY W NADIE 


GENERAL SALES MANAGER 


pemenmet officer and ralesrovues 
SUITE843 MARBRIDGE BLDG. NEW YORK CITY. 


|= addition of Stanley W. Napier to this organization, is but one of the 
many steps the Samuels Shoe Company has taken, during the past year, 
to naliia SAMUELS SHOES more and more profitable to its customers. Stanley 
is known to the trade from coast to coast. Few men know as well as he, 
how shoes should be styled . . . how materials should be blended . . . how 
shoes should be bought and sold. His outstanding success as a merchandiser, 
as well as a designer of shoes for his own retail stores, enables him to competently 
assist buyers. 


Here are three specific reasons why you should buy Samuels Shoes for Falll 


1. Because . . . they are as flexible as bench turns. All Samuels Shoes are 
made on the new MELOTONE CONSTRUCTION* . . . combining the natural 
advantages of cemented shoes with the smoothness and er the bench- 
made product. MELOTONE means a single-sole cemented s 


2. Because . . . they reflect the brilliant talent of a noted European stylist, 
with whom the Samuels Company has made exclusive connection, as a designer 
of new and unusual patterns. 


3. Because . . . they, with the appearance ry inherent quality of handmade 
shoes, can be retailed profitably at $6.00 to $7.50 


Sol S. Pine is to be associated with Mr. Napier in our New York Offices... 
either he or Mr. Napier will welcome the opportunity of showing you the fastest 
selling line that ever came out of St. Louis. Write or wire for salesman in your 
territory to call. 


SAMUELS SHOE CO. « « e « §#f. 


* Based on 
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Walker T. Dickerson 


of Columbus, Ohio, says: 

“We find a very marked de- 
mand for better grade footwear, 
and I, personally, feel more en- 
couraged, in regard to the future, 
than I have at any time for the 
past three years. 
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“Industry is, at last, finding a 
solid foundation, even though it 
may be in spots, from which it can 
build, and build more enduring 
than it has ever been permitted to 
do in the past. While we have 
been organized politically, for over 
a century, we have never been or- 
ganized industrially, and we are 
becoming more convinced each day 
that industry must and shall gov- 
ern the destiny of our country in 
the future, if we are to survive, 
and that it must be lifted abso- 
lutely from the control of politics 
and politicians.” 

* * x 


A forgotten answer 
to a question, asked by a merchant 
months ago, pops up at us in a 
Wanamaker’s advertisement. The 
merchant asked us for a certain 
quotation and here it is—part of 
a superb advertisement : 


“SPEAKING OF PRICE — 
‘There is hardly anything in the 
world that some man cannot make 
a little worse and sell a little 
cheaper and the people who con- 
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The VOICE of the TRADE 


sider price only are this man’s 
lawful prey.’ (Attributed to Rus- 
kin.) 

“SPEAKING OF QUALITY 
—Trustworthy goods, Character 
in merchandise, Low prices for 
quality, Exactness of statements, 
Expert Personal Service, Satis- 
faction guaranteed at WANA- 
MAKER’S.” 


*x* * * 


(ccgneiens 


to the shoe merchants of Albany 
for the eight-page tabloid in the 
Knickerbocker Press last Sunday 
—‘Shoe Fashions for Summer.” 
Every word of text, illustration 
and advertising is on shoes and the 
RECORDER was happy to contribute 








a large proportion of the text. 
The advertising staff of the 
Knickerbocker cooperated to the 
utmost with the merchants in this 
pre-Summer showing in which 
white and sport shoes predomi- 


nated. 
x * * 


Coons Arliss, 


in his new picture, “The Working 
Man,” takes the part of a veteran 
shoe manufacturer of whimsical 
moods and ways. Incidentally, 
Mr. Arliss is one of the leading 
exponents of the pedal art, step- 
ping along six or seven miles a 
day for exercise and in so doing, 
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is a good friend of the shoe- 


makers. 
* * * 


100 years 


in shoe service! The Westbrook 
Shoe store of Huntingdon, Pa., 
celebrates its centennial with the 
third generation of shoe men car- 








rying on. A glorious record for 
a great store deserves a floral 
horseshoe for good luck for the 
100 years ahead. 


*x* * * 


dius Adler 


of the Adler Shoe Stores wrote to 
a shoe merchant in England, ask- 
ing him 15 questions as to what 
happens when a country goes off 
the gold standard. The twelfth 
question was: “Have prices in re- 
tail stores advance?’ The mer- 
chant answered: 

“When it was necessary to pur- 
chase from sources outside of the 
Kingdom and pay more pounds 
than formerly for what was pur- 
chased, the prices were raised on 
the finished product in which the 
purchased material was used in 
the manufacturing; but, all com- 
modities manufactured within the 
Kingdom, from materials grown 
or manufactured within the King- 
dom, hold the same price in 
pounds as formerly ; the difference 
in my mind being that only out- 
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side of the Kingdom did the pound 


have a depreciated value.” 
*x* * * 


,¥ M. Baker 


of the Guarantee Shoe Company, 
Birmingham, Ala., says: “Shorten 
your radio credit line. People have 
come to the point where they will 
not listen to a long spiel about 
‘big bargains’ and ‘special sales.’ 
Furthermore. having the an- 
nouncer go down a list of special 
items is just so much air wave 
wasting. 

“My idea of the proper method 
of radio advertising is to have a 
smart program and mention the 
name of the store and maybe one 
or two real short messages. Don’t 
make the radio audience hate the 
mention of the name of the store 
because when they go to buy 
shoes they are going somewhere 
else, just for spite.” 


* K * 


hates Menihan, 
advertising manager of the Meni- 
han Company—and son of J. G. 
Menihan—reports a large demand 
for in-stock service this Spring 
and the result is a banner business 
for the firm. John is handling all 
promotional and advertising mat- 
ter for the company. 
* *k * 


“ 
Babe Ruth” 


is a “flat foot.” This fact is in- 
teresting to Massachusetts chirop- 


RR Be 
- ~ 
\ 
JZ BS 
ox 
aK 
odists, who last week discussed 
the feet of this national hero. Dr. 
Roger Quick, president of the 
Minnesota Chiropodists, offered 
the statement that Ruth’s tremen- 
dous hitting power was due to the 
fact that the “Bambino” has a 
naturally flat foot, which in the 
case of any big, rugged individu- 


al— produces terrific muscular 
strength. 
According to Doctor Quick, 


Ruth has a naturally flat foot, 
not fallen arches, and the chirop- 
odists are in accord that from 
their experience over a period of 


ae 





“BETTER SHOES” 


—From all directions comes word to us that 
the public is buying “better shoes.” 

—That means two things; first, that many 
people still have definite purchasing 
power and, second, that the public is 
pretty well fed up on cheap, shoddy shoes 
and now want, and insist upon getting, 
“shoes with a soul.” 

-—‘‘Better shoes” doesn’t necessarily mean 
higher-priced shoes. But, the term cer- 
tainly does imply honest materials, hon- 
estly put together by honest workmen 
who receive honest wages. All of which 
means better times for this shoe industry 
of ours. 

—It is also good to hear that there is a 
real demand for shoes retailing from $8 
to $10. 

—Courage and confidence sure do start the 
dollars rolling down Main Street. 


Sct 61 


President. 








years, such a foot has always pro- 
duced far more strength than any 


other. 
*k Ok 


A gricultural relief 


is a problem as old as the human 
race, certainly many centuries old. 
Someone recently dug up a peti- 
tion, filed back in 1788, with the 
house of delegates of the colony 
of Virginia, a petition from farm- 
ers setting out that prices were 
low and demand for their products 
small, and that they were strug- 
gling under a burden of debt too 
heavy for their backs to stand. 
They asked that all debts be scaled 
and that they be given an oppor- 
tunity to keep their land. What 
happened to the petition was not 
disclosed, but the probabilities are 
that it followed the usual course. 
“se 2 


Alten V. Holbrook, 


manager of the Cleveland Stetson 
Shop, has installed a most com- 
manding window display of sports 
shoes on three large green and 
white checker board easels. The 
middle one, showing men’s shoes, 
was raised to a 45 degree angle, 
while the other two, with women’s 
shoes, were left flat. Two large 
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placards, at each end of the win- 
dow, read: “Make the Cheerful 
Change to Sport Shoes—Sport 
Shoe Week—May 22,” and “Time 
to Change Your Summer Shoes— 
It’s Sport Shoe Week—May 22.” 
The window was sufficiently bril- 
liant to catch the eye from the 
other side of the street. Business 
has been active. 

v2 


leary W. Minor, 
president of P. W. Minor & Son, 
Inc., of Batavia, New York, last 
year on his return from Florida 
ordered a complete shut-down of 
his factory due to general busi- 
ness conditions. But this year, on 
his return, he increased produc- 
tion and put through the order for 
full speed ahead. Mr. Minor says 
Spring stocks will be practically 
depleted and less shoes will be 
carried over into Fall than ever 
before in the history of the indus- 


try. 
* * 


Forty years 
later! A customer answers an ad- 
vertisement of the Jordan Marsh 
Company in the Ladies’ Home 
Journal of October, 1893, and be- 
lieve it or not, Charles Whitehill 
of Atlantic City, N. J., ordered a 
pair of shoes from that veteran 
advertisement and the store was 
able to fill the order. H. F. Too- 


wa flit THE CUSTOMER 
Be He TAL WANS 
: RIGHT 


mey, sales manager of Jordan 
Marsh Company saw to it that the 
customer received a pair of “Old 
Brick School Shoes” of today’s 
style and material. The “ad” is 
“given the honors” for long dis- 
tance advertising return. 
* * * 
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apping the till” 
is sweet music to the “Harper’s 
Social Club” —an_ organization 
which is proving advantageous 


_ for Harper’s—the new Atlanta 


shoe store under the manage- 
ment of C. E. Hadaway. 

The club is confined to mem- 
bers of the store’s sales force, who 
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pay 25 cents a week in dues. The 
primary object of the club, how- 
ever, is not to have social func- 
tions, but to lend money to em- 
ployees of the store when it is 
needed. Employees of the store 
can borrow from the funds of the 
Social Club when in need of small 
amounts, even before the salary is 
due. 


Joseph Muffley, 


veneral manager of Endicott- 
Johnson Corporation, reports week 
euding May 13 as the biggest in 
the company’s career. He attrib- 
utes this great increase in buying 
ou the part of the merchants to 
low retail stocks carried, to the ap- 
parent coming rise in prices, and 
to a constantly increasing cus- 
tomer demand for Spring and 
Summer shoes. 


x ok x 


Dana Goodwin 


is turning Fitchburg, Mass., wel- 
fare orders into a business build- 
ing proposition. Many women ap- 
proach a store with an order in 
their hands, expecting to be treated 
as charity patients. By giving 
these people the very best of at- 
tention, extra good fitting shoes 
at a reasonable price, he finds that 
they are sending in many cash cus- 
tomers. Through this special good 
service, he overcomes their natu- 
ral sensitiveness and sense of feel- 
ing ashamed when they are pre- 
senting a welfare order. Especial 
attention is given to the fitting of 
children’s feet. Those little feet, 
which require very narrow fittings, 
get the right size. 


* * * 


Miss Frances Bothwell, 


secretary of the Returned Goods 
Bureau, Dallas, Tex., says: 
“Home fitting is responsible for 
the high rate of returns and ex- 
changes in children’s shoes. Fall- 
ing return percentages in these de- 
partments in Dallas indicate that 
more customers are seeing eye to 
eye with sales people on the ad- 
vantage of having shoes fitted in 
the stores from the point of health, 
comfort and better wearing qual- 
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ity. They apparently are finding 
it more convenient to bring the 
children to the stores than to suf- 
fer the inconvenience to themselves 
of making several trips for ex- 
changes.” 

Some improvement in Dallas 
stores has been made in the situa- 
tion by stores refusing to allow 
claims for replacement and adjust- 
ment on home or self-fitted shoes. 

* & « 


Maxwell P. Gaddis, 


manager of Hutchinson and 
Winch, Boston branch of the In- 
ternational Shoe Company, on 
Straw Hat Day tallied up the big- 
gest single day’s business in the 
ten-year period during which he 
has been in charge. It followed a 
ten-week period in which his or- 
ders had shown a weekly increase 
over the corresponding periods of 
1932 of from 9 to 39 per cent. He 
says: “Reports from all parts of 
the country indicate a remarkable 
change in the psychology of the 
average retail slioe merchant.” 
* * * 


A. 'W. Bush 
of Nunn, Bush & Weldon Shoe 
Co., Milwaukee, Wis., says: 

“Confronted with advancing 
prices for raw materials, all shoe 
manufacturers either have or will 
be forced to advance their prices 
or adjust their quality accord- 
ingly. 

“Just what the future holds is 
anyone’s guess! No one knows! 
It is reasonable to suppose, though, 
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that we are headed for a higher 
level of prices, because one of the 
principal objectives of the admin- 
istration in Washington is higher 
commodity prices. Of course, fin- 
ished goods will go up to complete 
the cycle of higher prices to the 
ultimate consumer.” 


* * * 


Piles Bel Geddes 


before the New England Council 
meeting last week, said : 
“Yesterday’s merchandising 
psychology was to follow in the 
wake of popular demand and to 
supply it. Tomorrow’s merchan- 
dising policy must necessarily be 
to anticipate public demand and 
supply it. Since public demand 
now is for quality in appearance 
as well as for quality in service, 
artists and industry will still fur- 
ther unite their efforts to win the 
confidence of the public. The pub- 
lic confidence and buying power 
will go to those industries which 
incorporate good design in their 


products.” 
x x 


* 
Made shoes 


in window! At C. Crawford Hol- 
lidge’s store, Boston, Mass., shoe- 
makers from Delman, Inc., of 
New York—set up their benches 
in the windows and made fine 
shoes by hand, and completing 
them, put them on racks, like they 
would do in the factory. A lot of 
Bostonians stopped to look and 
contemplate. 


Secretary—‘“Here you are, Chief. Our latest sales chart 
oughta take your mind off the sea.” 
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C cuheened with a number of 
world problems, such as international debts, monetary 
inflation, farm relief, home mortgages, high taxation, 
unemployment, social unrest, etc., it is right difficult 
for one to speak with assurance or confidence of the 
things ahead. 

One is tempted to reach the conclusion of old 
7Eneas Africanus in Henry Stillwell Edwards’ de- 
lightful Negro story immediately following the civil 
war. Aéneas, a slave belonging to Col. William Tom- 
mey of Georgia, had been intrusted with the family 
silver and sent away with it in order that it might 
escape the clutches of an invading army. After a 
pilgrimage of two years in an old spring wagon, being 
unable to read or write and unable to find his way 
home, A£neas persuaded a white man to insert in a 
southern journal the following advertisement ad- 
dressed to his old master and dictated by A£neas: 

“Dear Marse William: I don’t know whar I is! 
If you does, for God’s sake, come and git me.” 

The great structure of American life, as I see it, 
rests on two fundamental creative forces—agricul- 
ture and industry. 

With full recognition of agriculture’s important 
part, you and I have dedicated our lives to industry 
—which is a very proper subject for discussion in 
this gathering. 

Now that the tide has turned, the operations of the 
vicious circle previously mentioned are reversed, with 
the result that the same forces operating in an oppo- 
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Retreat 
ls Ended; 


site direction change the vicious circle into what might 
be called a benign circle—forces formerly creating 
distress, loss, depreciation and despair—now lending 
themselves to progress, gain, appreciation and, above 
all, the bouyant hope of better days. 

No thoughtful man can feel that prosperity can 
come overnight—but one can get encouragement from 
the thought that we are beginning to build again— 
and that we can plan constructively—that the days of 
retreat are over and that we have taken the offensive. 

If agriculture and industry represent the mainstays 
of American prosperity—we can hope to get quicker 
returns from industry than from agriculture—because 
agriculture, by its very nature, is composed of so 
many individual units that it is most difficult for them 
to be coordinated in a common cause or directed to- 
ward a common goal. . 

This is not true of industry, which is made up of 
large groups operating in centralized localities in 
which accessibility is an important factor. 

Because of its centralization and the human con- 
tacts that industry enjoys daily in populous centers, 
it can be more easily mobilized for concerted action 
than is possible among agriculturists spread over 
wider areas and working largely along individual 
lines. 

Recognition of this difference is expressed in our 
antitrust legislation—designed originally to prevent 
monopoly in business but operating now to encourage 
ruthless and reckless competition that often ends in 
disaster to the producer and little or no benefit to 
society as a whole. 


Many of us are opposed 
to monopoly or anything that might encourage it; at 
the same time we feel that our antitrust laws have 
prevented and are preventing men in industry from 
getting together for the purpose of working out sound 
and economic principles to regulate production and 
distribution. 

Take the shoe industry, in which I am engaged, 
as an example. There are about fourteen hundred 
shoe manufacturers—among whom there is prob- 
ably keener competition than exists in any other 
great industry of this country. Taken as a whole, 
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From an Address by Frank C. Rand 


15 






Chairman of the Board, International Shoe Company, Before 
the Merchants Association of Indianapolis, May 18, 1933 


the industry is not in good condition, because 
there is not enough business to go around—the 
survival of the fittest doctrine prevails and every 
year takes its pitiful toll, but in the scramble for 
volume and often in the hope of postponing fail- 
ure a little while longer, many extravagances have 
grown up—expensive methods that are accepted 
because “every one is doing it,” but unsound and 
unwarranted by sound economic principles. 

Under the conditions just mentioned our company 
is making over two thousand separate and distinct 
styles of footwear. It is true that we produce a gen- 
eral line for men, women, boys and girls, but 50 or 
60 per cent of those styles could be eliminated by 
agreement, with resultant economies that would be 
not only startling but helpful to every merchant and 
to every consumer in the United States. We have 
factories in which the style craze has increased the 
cost of the shoes from 40 to 50 per cent, without 
adding one cent to their intrinsic value or service— 
in many cases the style element has decreased the days 
of service to the consumer. 


Cc coperation along these 
lines and many others, as I see it, is not only an eco- 
nomic necessity but a moral obligation resting on in- 
dustry and our government. 

While this analysis or frank statement is made 
about the manufacturer or wholesaler—it applies alike 
to retailers; for they have encouraged and at times 
demanded many of the methods that have been harm- 
ful to manufacturers. 

Out of the hardships of the past two or three years 
there has grown a widely-voiced demand for mer- 
chandise of all kinds at a price—yet we know that 
there exists a quiet but constant demand for values 
based on quality, style and wear. 

John Ruskin, the eminent writer and art critic, 
said: 

“There is hardly anything in the world that some 
man cannot make a little worse and sell a little 
cheaper ; and the people who consider price only are 
this man’s lawful prey.” 

Only a strong expectation of profit can justfy the 
risks of business, the investment of capital, the ex- 


; Industry Moves Forward 


penditure of thought and energy, the entailment of 
work and worry. If profits are not made, the effort 
becomes drudgery and -failure is inevitable. More- 
over, such failure may be brought about as easily and 
quickly by willful disregard of the known fundamen- 
tals as by incompetency. 

During the last two years many of our business 
men have, apparently, lost sight of the importance of 
making a profit. Ina scramble for volume they have 
deluded themselves into believing that they could do 
the impossible. With mest or all of their reserves 
gone and with business vitality at a low ebb, they are 
now beginning to try. to get back to fundamentals and 
restore the essentialzprofit. With many it will be a 


‘struggle. It will require courage and determination. 
* However strenuous the effort, the profit must be re- 


stored if the business is to survive. 

“Some of the essentials in restoring profit, it 
seems to me, are these: Waste must be eliminated; 
proper accounting methods and cost systems must 
be used to determine true costs and overhead; the 
selling price must be sufficient to cover all costs 
plus a profit; selling methods must revert to the 
basis of quality and service instead of staking all 
on price; we must have the business courage to 
lose a sale without losing faith. Sustained pros- 
perity is not possible unless every business trans- 
action benefits both buyer and seller. 

The “essential profit” comes from the sale of mer- 
chandise that will give satisfaction to the consumer 
and induce him to come back for more. This requires 
a little more thought, a little closer attention to busi- 
ness, a little more skill in selling—but it counts in the 
long run—it builds, I believe, the only foundation on 
which any degree of permanency in business can rest. 


‘Fe retail merchant is an 
essential factor in our economic life—he renders a 
real service to society and is entitled to a fair return 
for that service. From a practical standpoint, the 
business man realizes not merely that honesty in busi- 
ness is the best policy, but that integrity in the conduct 
of affairs is only a reflection of the true, strong forces 
[TURN TO PAGE 38, PLEASE] 































































SUN, 


Summer 


—and 
Three 


Months 
to Play 


VENTILATED 


; re is the third Summer 
for ventilated shoes as a volume proposition. And 
obviously this is the best year yet for the ventilated 
idea. Perforations have been good, better, and now 
they are best! There is so much good sound sense 
behind the idea that it deserves continued success— 
from both the comfort and fashion angle—an unbeat- 
able combination. 

Why shouldn’t feet breathe like the rest of the 
body when Summer comes—or all around the calen- 
dar, for that matter? 
lieve, is a classic by now, an established theme in 
footwear. It will change its ways and means of ex- 
pressing itself as fashions change. But the funda- 
mental principle belongs in the modern scheme of 
things. 

This is the way Manager F. P. Riley of Fifth Ave- 
nue Walk-Over explains the advantages of ventilated 
shoes. (And what he doesn’t know about the subject 





The ventilated shoe, we be- 
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HOES ... 


All Signs Point to a Record Selling Season 


after his experience with Cabanas is nobody’s busi- 


. ness!) As the muscles of the foot are brought into 


action, he explains, the foot expands. In a ventilated 
shoe, all the air that is present in the shoe when the 
foot is at rest, is pushed out again by this expansion. 
\When the foot contracts once more, air rushes in 
again to fill the vacuum. With every step, the opera- 
tion is repeated. And so the air keeps on circulating. 
The foot acts like an electric fan, or rather like an air 
pump (no pun intended!) 

That makes a pretty good sales story for your cus- 
tomers, doesn’t it? You can demonstrate Mr. Riley’s 
theory effectively when selling ventilated shoes. You 
could also use the thought for an interesting window 
display—showing a cross section of a foot in a ven- 
tilated shoe—at rest and in action. 

Summer shoes have this in common with Swiss 
cheese. The more holes they have, the better they 
are. And everything goes in perforations. Or almost 
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everything! The great big holes aren’t so good, except in un- 
derlaid shoes. And underlaid perforations won't be so good 
from now on (except in small trimming areas) because they 
defeat their own first purpose—the ventilation idea. 

But with this exception, all kinds and ways of punching shoes 
seem to be acceptable this season. Plain holes, fancy holes. 
All-over perforation effects. Perforations in small motifs or 
in larger, massed designs. Perhaps the last mentioned is the 
hest of all. Certainly the use of perforations in larger areas 
and graceful curved patterns gives the most scope to the de- 
signer. Straight lines have their limitations. The curve has 
endless possibilities. 


The mesh shoe offers much the same 
ventilation advantages as the punched leather shoe. And mesh 
shoes in many stores are proving very satisfactory. Unfor- 
tunately, meshes as a fabric family were developed a season 
too late to get their best play. Last Summer, when meshes 
were so strong in clothes, not all makers of mesh shoe fabrics 
succeeded in making the material practical from the shoemaking 
angle. Now the clothes fashion has switched to linens. And 
shoe meshes, while technically they are 100 per cent improved, 
haven’t the same overwhelming fashion appeal to women. 

This is the way many of the smartest stores are handling 
their meshes. They are using the more open, very meshy 
meshes for their dressier shoes—in light, trimmed pumps and 
oxfords, both dark and light colors. They are featuring the 
new, closer, more linen-like weaves for tailored and sports 
shoes. 


The new idea in oxfords (top, in 
circle) is the shoe derived from 
the skating boot (skating being the 
rage it is). One or more of the 
eyelets will be stationary. 


The three-buckle shoe is having a 
flurry. One buckle is stationary. 
Another advance trend for Fall. 


The newest version of the Ghillie 
T-strap has the lacing loops built 
into the front panel. 


The dark trim with 
white perforations, to 
wear with clothes com- 
bining large areas of 
colors with white. 
































Lacy, very open meshes 
like this are at their 
best in more formal 
types for afternoon wear. 


Closer meshes for tail- 
ored wear echo the in- 
terest in linen weaves 
for Summer clothes. 


The Three Summer Shoes 
Shown in the Circle Below 
Reflect the Advance Fall 
Feeling for High Effects 
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Air-Cooled Shoes 


By MILTON G. HARPER 


The Harper Shoe Co., Inc., Philadelphia 
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A specially constructed conservative 
shoe for warm weather is as logical for business wear as is a straw hat or || f 
Summer suit. Ventilated sport shoes have been popular for several years |) 
now, but the extreme collegiate lines of this type of footwear did not appeal s c 
to the more conservative dresser, though there was no gainsaying their com- ; 
fort and coolness. Last year the ventilated type of sport shoe was more eo 
popular than ever, but it showed no signs of being adopted by older men. son 


We felt that therein lay a shoe problem, the solution of which would open ~ s 
up an entirely new field in shoe selling. Summer weight clothing has been ~~ pp 
universally adopted and there seemed no reason why a ventilated shoe for V 


gentlemen should not have the same appeal. Ss i 
Ideas were discussed with various manufacturers at the New York Shoe h 
Show last December and several potential models were given consideration. 0 


It seemed, though, that the models considered were either cheap looking or s (GS 

effeminate and would never be accepted by the very class of men for whom 

they were planned. m. 
The Harper Shoe Co. worked on the idea, keeping in mind that the ven- fm 

tilated shoe was not to be considered a mere fad, but that it would create mm 

the foundation of a new era in shoe selling. It was to be a shoe that would » s 


be durable and smart and yet have the air-cooled feature. Finally, a shoe 
was constructed that seemed to fit the bill. Displayed first to the company . @ 
salesmen, it seemed to catch their fancy, and they immediately put in orders ; tl 


























SUMMER SPECIALTIES 
FOR MEN 


Air-cooled shoes and sport shoes. 


Summerweight shoes for business 
wear. 

Tennis shoes and rubber soled foot- 
wear. 

Yachting shoes and deck footwear. 

Bathing shoes and locker room 
sandals. 


Hiking shoes and rubber waders for 
disciples of Izaak Walton. 


Ventilated leather garters and 
fancy sport belts. 
Summer hosiery and neckwear. 
Bathing suit bags and light luggage 
for Summer travel. 
Pull-on sweaters and golf slacks. 
Ventilated shoe trees and magic 
carpet innersoles. - 
Kiltie tongues for golf shoes. 
Golf cleats. 
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Open New Field for Summer 


As Logical as Straw Hats or Summer Suits 


for this type of shoe built to their lasts. Customers 
to whom the shoes were shown also manifested a de- 
cided interest in them. 

The interest and appeal are very logical. For years 
men have been wearing Winter weight shoes in Sum- 
mer and there is no reason why the ventilated shoe 
should not be worn in Winter when the idea takes a 
proper hold. Previously, so-called Summer shoes 
were not regarded with favor because they had flimsy, 
inadequate soles. The type sponsored by Harper’s 
have a regular weight sole and thereby overcomes 
one of the greatest objections to Summer weight 
shoes. 

Illustrated models of shoes designed by Harper's 
come in black, brown and white calf. They are kid- 
lined throughout and slip on and feel like a sock. 


When these shoes are worn over the same colored: 


stockings, their perforations are very inconspicuous. 

The shoe shown at the left in the illustration below 
is the model that is expected to revolutionize sales to 
the conservative business man. In any event, it is 





certain to be a feature that will promote the buying 
of extra pairs of shoes. In the middle is a Blucher 
type that has proved extremely popular with young 
men. On the right is a snappy plain toe model. 

While the air-cooled sport shoes are made to sell 
as low as $5, the air-cooled calf business shoes are 
$8, as a market for them will be looked for among 
men who desire a good shoe. 

During the next few months, Harper’s will devote 
50 per cent of their advertising copy to ventilated 
shoes. Window displays will play a prominent part 
in the advertising campaign. Electric bulbs inside the 
shoes emphasize the perforations and attractive post- 
ers and catchy slogans awaken a great deal of interest. 

Among the window signs that are catching the eye 
of the passerby at this time are: “What! Holes in 
New Shoes?” “Give Your Feet the Air—Wear Per- 
forated Shoes”; “Air-cooled—a New Shoe Style, as 
Logical as a Straw Hat or Summer Suit.” “Glori- 
fied Perforations for Summer Comfort.” ‘“Breeze- 

[TURN TO PAGE 40, PLEASE] 
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FOOT-HEALTH 

AND FASHION 

COMBINE IN 
’ 





TELL THE 
STORY IN 
WINDOW 
SETTINGS 

















L THEY LET YOUR FEET BREATHE ] 








LAIRY FABRICS CuT-OuTS PERFORATIONS | 





ENTILATED shoes make an excellent pro- 
motion for the week after National Sport Shoe 
Week. Newspaper ad copy, display ideas, and show 
card wordings combined, give a well-rounded pro- 
motion plan. Be sure to have a display in the store 
as well as in the window. A folder of ventilated 
shoes for mailing with a note and to use as package 
enclosures will make a good “extra” feature. 
Through concentration on a special feature each 
week, added punch is given to your promotions— 
especially at the beginning of a season—such as 
Summer. 

















N a long, narrow window this setting will be effec- 
tive. The holes in “Ventilated” are stamped out 
with a round punch; the letters are outlined, with 
open ends. Lights in the back of the sign illuminate 
the letters, so stamping out should be carefully done. 
Ventilated shoes for men, women and children are 
grouped on the plateaus. 
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VENTILATED SHOE FANS! 


HE upright panel, shown at left, is of compo- 

board, with a square opening cut out, in which 
a panel of mat-board is inserted. On the mat draw a 
shoe, stamping out the perforated or cut-out design. 
The miniature window is also cut out and small, light 
curtains placed before it. Silk threads are run 
through the openings in the shoe. A fan in back of 
the panel keeps threads and curtains in motion. Ven- 
tilated shoes are grouped on the plateaus. A white 
panel with blue lettering, with the center panel in 
cool blue and the shoe in white, is suggested. Make 
the plateaus blue with white risers and blue letter- 
ing. This setting tells your whole ventilated shoe 
story in a dramatic, convincing way. 





AN INTERIOR 
DISPLAY 
IDEA 


AKE a shallow box of clear, % in. lumber, 
with a front of stamped metal (such as is 
used in radiator covers, which can be secured in a 
hardware store) held in place by a neatly fitted 
small moulding. 

Conceal a small fan in the box. On the box use a 
sign: “VENTILATED SHOES, Let your feet 
breathe.” 

Place the box on a showcase, surrounded by sev- 
eral styles in men’s and women’s ventilated shoes. 
Passing customers will catch the breeze—and the 
idea, too, particularly if you have light ribbons lead- 
ing from the grill work to the vents in the shoes. 
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AIR-MINDED ADVERTISING! 


Foot Health and Fashion Meet in Ventilated Shoes 
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GIVE YOUR FEET THE AIR! 


When your feet are hot and 
bothered—you’re “all in.” Can't 
work. Can’t play. Yet much of 
your trouble can be avoided by giv- 
ing your feet the air. 

That’s what ventilated shoes do 
for you—they let your feet breathe, 
They combine foot-comfort with 
fashion. For the smartest shoes for 
sumer 1933 are the new ventilated 
styles. 

Wear Ventilated Shoes — the Ulti- 
mate in Foot Comfort 
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AH! BUT THAT FEELS 
GOOD! 
After hours in hot, confining 


shoes, it feels so good to get them 
off, that only what “Bugs” Baer 
calls the ultimate expression of joy 
can convey your reliefi—AH! 

You’ll miss that big moment if you 
wear ventilated shoes—but you'll en- 
joy the all-day comfort of air-cooled 
feet. And you'll never have pro- 
testing feet to interfere with your 
summer pleasures. 

Wear Ventilated Shoes —the Ulti- 
mate in Foot Comfort 
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SWEAT IS AN UNPLEASANT 
WORD 


But it’s not a bit more unpleasant 
than tired, tender feet, bundled up 
in air-tight, perspiration - soaked 
shoes. No longer need you endure 
either ! 

Doctors and designers have 
achieved the perfect summer shoe— 
Ventilated! These air-cooled shoes, 
in various smart styles, let your feet 
breathe. Never have summer shoes 
shown a finer unity for foot health 
and fashion. 


Wear Ventilated Shoes —the Ulti- 
mate in Foot Comfort 


$9000060000$0000666060606 


combining THE SHOE RETAILER, May 27, 1933 


Tell ‘Em and Sell Em VENTILATED SHOES 
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PITHY PARAGRAPHS 
FOR SHOW CARDS AND ADS 
@ 
The more the airier—perforations are plen- 
tiful in these shoes. 
Ventilated shoes—they let your feet breathe. 


Are your feet air-hungry? Wear Ventilated 
Shoes. 

In Summer, your feet need ventilation. 

Casually cool during the sizzling season. 

Cute and cool—these Ventilated Shoes. 

Tread airily in Ventilated Shoes. 

Better than going barefoot—Ventilated 
Shoes. 

Holey smart—for the whole Summer. 

Cut out for a cool Summer. 

Footwear gets an airing. 

Cut-outs are cool and correct. 

Airily cut out for your Summer comfort. 

Enjoy the great open spaces—in Ventilated 
Shoes. 

Laugh at Summer in these airy shoes. 


Ventilated! Never were shoes cooler—or 
smarter. 


For a sprightly step and cool smartness— 
Ventilated oxfords. 
The more holes in our shoes, the smarter. 


Yours for an air-cooled Summer—Ventilated 
Shoes. 


@ 


Ventilated Shoes Take the 
Center of the Style Stage 


This summer, the most fashion- 
able shoes are the most healthful, 
for the cut-outs and perforations 
and airy fabrics that assure cool 
comfort for your feet are the 
smartest style themes of the season. 

So cleverly are foot support, ven- 
tilation and style smartness com- 
bined that everyone can 

Wear Ventilated Shoes— 
the Ultimate in Foot Comfort 
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DOCTORS AND DESIGNERS 
GOT TOGETHER 


Doctors thought of health; de- 
signers considered appearance. Re- 
sult: ventilated shoes, healthful and 
“holey” smart. Cut-outs and per- 
forations and airy fabrics are all 
used to achieve breezy summer 
shoes that let your feet breathe 


Choose your ventilated shoes today 
—the ultimate in summer foot 
comfort 
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“HOLEY” SMART— 
WHOLLY COMFORTABLE 


Foot health and fashion are in 
perfect step in these new ventilated 
shoes. The air, circulating about 
your feet, keeps them cool and 
comfortable. The clever use of the 
cut-outs, perforations or airy fabrics 
makes for unusually smart styles. 


They’re so light and cool, they’re 
almost like no shoes at all. Try a 
pair and you'll know why we say: 


Wear Ventilated Shoes—the Ulti- 
mate in Foot Comfort 
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PERFORATIONS vs. 
PERSPIRATION 


Perforations make “lungs” of 
Ventilated Shoes. Foot motions al- 
low the air to enter through the 
vents, and expel it. Wherever the 
foot isn’t, air is. Thus much of the 
trouble of foot perspiration in sum- 
mer is overcome when you wear 
Ventilated Shoes. 

So cleverly are perforations used 
in the smart shoes that you can have 
the complete foot support of the 
oxford or tie with perspiration pre- 
venting ventilation. 

Wear Ventilated Shoes —the Ulti- 
mate in Foot Comfort 
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Going Too Far on Shoe Cure-Allls 


While all these great things 
are being done out of Washington, there is a day’s 
work to be done in every shoe store in this country 
to move the goods on hand at the price the public 
will pay. In our many years of experience in the 
trade, we have never seen a time when more of a 
merchant’s time and effort were put into his own 
business. Most shoe men are back in the shoe busi- 
ness with all the energy and vigor they possess. It’s 
shoe business first, last and all the time and the result 
obtained indicates real progress made. With all this 
renewed effort in shoes, the most natural thing to 
expect is enthusiasm for new lasts and particularly 
orthopedic theories. Over-enthusiasm brings new re- 
sponsibilities. So the time has come to seriously point 
to one over-play in the technique of retail shoe selling. 
This flaw needs correction immediately. Otherwise 
the trade will overstep the mark that lies between a 
commercial undertaking and a professional service. 
Here’s an incident that indicates the possible danger 
that may come through over-emphasizing relief, rem- 
edy and cure through wearing of orthopedic shoes. 

A shoe man, lecturing to a group of people, found 
himself carried away with his own enthusiasm. He 
tells these men and women that his shoes can cure 
many of the ailments of the human body—not only 
in the feet and legs but above the hips. He indicates 
that most ills happen through faulty posture, wrong 
fitting and errors in shoe wearing. He builds up a 
great case for corrective shoes. But the major por- 
tion of his audience is composed of adults above the 
age of 50—many of whom are sufferers from chronic 
internal troubles of many years’ duration. Many of 
these people have turned to shoes in the belief that a 
cure can be effected at this late stage—even though 
other treatments have failed. 

For the shoe man to step in at this point and to 
claim all manner of bodily cures through correc- 
tion of the arch and posture is indeed high folly. 
Shoes and posture are not a great cure-all. The 
, industry is not prepared to serve mankind so pro- 


fessionally as to claim a place in medical science. _ 


The shoe merchant, with his limited understanding 
of human anatomy—much less physical misery—is 
not prepared by schooling, training or experience 
to take the place of a surgeon and physician who 
has put a lifetime into the study of health and hu- 
manity. 

We know it is fine for a shoe man to pose profes- 
sionally as a great benefactor to the human race and 
when a customer says: “You have cured my troubles,” 
the shoe man’s chest swells with pride. 
the time to stop, and to remember the shoe store is 
not a hospital but a commercial shop dealing in foot 
coverings useful as a protection and interesting for 
their fashion. 


I; is true that shoes have | 
It is | 
likewise true that perfection of footwear as a com- | 


progressed tremendously in the past 50 years. 


fortable foot covering has not been achieved as yet 


for ALL mankind. Nor will it ever be. Human | 
bodies, weights, blood and tissue are tremendously | 
diversified and even though we have 782 orthopedic | 
and- corrective names for shoes, in addition to 191 
“doctor” shoes, there is still work to be done in re- 


search. Why are all these differences in shoes neces- 
sary if it were not for the fact that guided and often 
misguided shoe men are groping for more light on 
the subject of foot health? But because of this in- 
tensified work and study of lasts and constructions, 
many shoe men are developing the “doctor” complex 
—which is a danger we are emphasizing here and 
now. 

We hope before long, some shoe men will put up 
in their stores a sign saying: 

“These shoes are not cure-alls. They can- 
not cure all ailments and illnesses that the 
body is heir to. They are simply helpful aids 
to walking comfort and posture.” 

Shoes are shoes; not medical appliances. 
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Throughout the dark and dismal days of the late lamented (?) Depression, the BooT 
AND SHOE RECORDER carried, week in and week out, the advertising messages of scores of 
courageous and fearless firms who cater directly or indirectly to the retail trade. 


These dauntless fighters were determined not to be licked by any Depression; they 
were even unwilling to have any of their habits interrupted, especially when they were 
definitely convinced that those habits were constructive and profitable. 


One such habit was that of Advertising. Throughout the entire period of the De- 
pression these militant concerns fired volley after volley of wholesome, penetrating adver- 
tising at the retail merchants of this country. 


And this Advertising, fearlessly conceived and fearlessly executed, did a great job in 
bolstering the courage and stimulating the constructive imagination of a bewildered and 
groping trade. 

It’s a significant fact, too, that the manufacturers who stubbornly persisted in this 


1931-32 advertising barrage were responsible for approximately 70% of the shoes and 
leather made and sold in the U. S. A. 


All of which goes to prove that courage, vision and advertising go hand in hand, and 
that even in the darkest days many hard-punching, far-seeing firms continue to make sales 
conquests and build solidly for a brighter future—which always comes. 


My hat is off to the Valiant! 
i ; wm 


President, BooT AND SHOE RECORDER 
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June Windows 


This week we illustrate 
two Summer window suggestions, one showing wom- 
en’s footwear, the other men’s shoes, both of them 
interesting, attractive and much in the spirit of the 
Summer season. They feature white footwear and 
sport shoes and were developed by the Merchants’ 
Service Department of a shoe manufacturing firm 
which devotes a great deal of intensive study to the 
subject of good windows. Manufacturers as well as 
merchants today recognize the supreme importance 
of effective display as a means of stimulating sales 
to the ultimate consumer, and many manufacturers 
cooperate liberally with their retail distributors in 
supplying suggestions and materials for the creation 
of sales producing. windows. 


Coolness and style are keynotes of this Summer display of women’s styles in which white footwear and sport types are emphasized. 
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Sell Summer Foot Comfort 


Background, Floor Coverings 


and Window Cards Should 
Suggest the Idea of Coolness 


Coolness and style dominate the selling appeal of 
the women’s shoe window illustrated at the beginning 
of this article. These are the logical sales arguments 
for the display man to keep in mind when he plans 
window displays for the purpose of getting more 
Summer shoes sold right. Value likewise is stressed, 
but there is no undue emphasis on price. Later on 
price will have its fling when the clearance season is 
on, but until mid-July the RecorpEr believes mer- 
chants can make more money by selling Summer foot 
wear on the basis of style, seasonableness, coolnes- 
and its proper place in the Summer wardrobe. 

The women’s shoe window features white shoe; 
and sport types, both of which promise to be tremen 
dous factors in Summer selling. The men’s sho 
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MAIL CARRIERS prefer 
Trade Builders -equipped with 
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“BILL” 


Full grain Black Veal 
Il-iron Gro-Cord sole, 
weather-proof welt. 13 
nail whole _ rubber 
heel. Has the Trade 
Builder, Steel Ribbed 
Arch Support. 

M. T. SHAW, INC. 

Coldwater, Mich. 


Write for catalogue 





‘)  WEAR—LONG SERVICE—and COMFORT 


' are the three prime essentials in footwear that every mail carrier must have. Active footwork is a major part of 
> every postman’s daily duties. @ Statistics prove that more mail carriers wear TRADE BUILDER shoes, the style 
> illustrated above, which is regularly made with GRO-CORD SOLES, than any other make of footwear. ® You 

merchants have a real “selling point” to aid you in getting pairage and more satisfied customers when you point 

out to each customer that GRO-CORDS strengthen the shoe at the greatest point of wear... the sole. ®GRO- 

CORDS give longer wear at no greater cost. They have been officially adopted by the Boy Scouts and Girl 
) Scouts of America, and endorsed by safety engineers, in many industries where slipping hazards are great, 
) since they are slipproof and waterproof. © Write for illustrative booklet on this marvelous sole, showing vari- 
) ous styles for men, women, boys and children. 


LIMA CORD SOLE AND HEEL CO. 


LIMA OHIO 








When writing advertisers please mention Boot and Shoe Recorder 
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A good men’s shoe window for Summer, built to sell sport shoes and light weight models for business. 


window plays up sport shoes and light weights, 
thereby appealing equally to the man who wants a 
pair of shoes for recreation and to the fellow who is 
interested in cool, comfortable footwear to wear to 
business. 

Both of these windows show plenty of styles and 
thus give the prospective buyer a wide range of 
choice. At the same time, they avoid the appearance 
of being unduly crowded with merchandise. In fact, 
they succeed admirably in striking a happy medium 
in this regard. The more styles and types of shoes 
you show, the more prospective customers you reach 
up to a certain point, but the display man must be on 
his guard lest his windows take on the appearance of 
just a miscellaneous assortment of merchandise. For 
this reason it is best to confine every display to some 
particular class of shoes, like white shoes, Summer 
sport shoes, beach footwear, etc., rather than to at- 
tempt to show everything in stock. 


The good window, like the good 


advertisement, should have a focal point, a purpose 


and definite direction. It should make people think 
of some kind of shoes, for some use, purpose or occa- 
sion, and not simply remind them of shoes in general. 
Hardly anybody is interested in shoes as such except 


the shoe man. To the customer the idea of a shoe is 
associated with the thought of a costume or an occa- 
sion or a purpose. Even the idea of quality in shoes 
cannot be sold as an abstract proposition. The mer- 
chant must show what quality will accomplish for 
the customer in the way of better appearance, longer 
wear, greater foot comfort, better fit or some similar 
objective that, when projected into the customer's 
mind, will find its echo and thus create a definite urge 
to buy. The display man and the “ad” man must 
always have the ability to look at their work from the 
customer’s viewpoint if they are to attain really suc- 
cessful results. 

Summer window displays must be in harmony with 
the season, not only in the types of merchandise they 
show and the uses they suggest, but also in their gen- 
eral appearance. The backgrounds illustrated in the 
accompanying photographs should be worked out in 
soft, cool pastel shades, such as blues and greens, and 
never in the brilliant reds, oranges or yellows that 
might have a valuable attention value at another sea- 
son of the year. To sell coolness we must give the 
impression of coolness in our windows and color plays 
an important part in this. Some touches of brighter 
color can be used to liven up the trim. 

These displays are worked out in the modern spir't, 

[TURN TO PAGE 40, PLEASF] 
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Stock No. 7117. Kali-Sten-lks walking shoe for senior misses and growing girls, manufactured 
by The Gilbert Shoe Company, Thiensville, Wis. Hubschman’s Tandrite Calf, color No. 53] 








‘TANDRITE 


al the Correct Leather for 
=i the Growing Girl’s Shoe! 





er Growing feet demand soft, pliable, mellow leather, 
lar & and in Tandrite Calf these qualities are outstanding. 
xe Shoes made of Tandrite Calf make an unusually strong 
ist appeal to the growing Miss, who, too, desires style 
he & and that well-dressed appearance. 


The manner in which Tandrite is tanned—exclusive in 


hE many details—assures at once a close-grained leather 
ey of lustrous finish that looks well and wears as well 
of as it looks. 


id E. HUBSCHMAN & SONS, Inc., Phila. 
TANNERS OF FINE CALF LEATHERS 
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Youngsters like to come back to the basement children’s shoe department of Strawbridge & Clothier, Philadelphia. This photograph shows why. 


New Department Peps Sales 


Holds Interest of Children, Says Philadelphia Shoe Man 


Md 

apne the imagination 
of a child, hold its attention and interest and satisfy 
the parents’ requirements for quality and_ service. 
Then you have built a foundation for a successful 
children’s shoe department,” declared J. A. Elinoff, 
buyer for Strawbridge & Clothier, Philadelphia, in 
their basement children’s shoe department. 

“Until last September,” Mr. Elinoff continued, 
“our children’s shoes were merely a part of the regu- 
lar basement shoe department. The highest priced 
children’s shoe sold was $2.98 and there was nothing 
outstanding about the sales. Shorily before the open- 
ing of the schools, we installed a new department, 
one that was unusual, and adopted a merchandising 
plan of segregating the children’s shoe department 
and building up about it a certain glamour and ro- 
mance that would appeal to the juvenile mind. 

“The exclusive children’s shoe department was in- 


stalled. The walls were hung with paintings depict- 


ing famous:historical Indian scenes, and everything 
about the department that could be given a ‘redskin’ 
twist had it. 

“The first advertisements in the local newspapers, 
advertising the novel department, brought a great 
influx of small visitors. They were each presented 
with an appropriate souvenir during the first six days 
of the opening event. 

“An epidemic had caused the Board of Health to 
order schools to remain closed and children to be kept 
away from crowds. The store was requested to 
withdraw its advertising of this department while the 
epidemic continued. In spite of the cessation of ad- 
vertising temporarily, the sales held up. 

“After the reopening of the schools teachers brought 
their classes to the store to visit the display, which 
they considered not only attractive but educational. 
Older pupils were deeply impressed with the beauti- 

[TURN TO PAGE 40, PLEASE| 
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pairs of childrens 


shoes Last Week’ 


From one of our good customers 
in a large Southern City 







Pretty good for a store 
that did not carry chil- 
dren’s shoes up to three 
years ago. And they 
were not “bargains”’ 
either... for this store 
features exclusive lines 
of Poll-Parrots and our 
other grades of juve- 
nile footwear...on 
their fourth floor. 


: | Poll- Parrot Shoes 


ROBERTS JOHNSON ONgRIND 


Branch of International Shoe Co. 


ST. LOUIS, MO. 
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Parchment #26, Pearl Gray 
#10, Dark Gray #8 — 
Evans Linings are consis- 
tently of that high quality 
required by manufacturers 
and retailers whose clien- 
tele accepts nothing but 
the finest in footwear. 
Through expert application 
of the chrome process 
Evans Linings resist per- 
THE BETTER spiration, moisture and rot- 

4 ting . . . Standardize on 
THE LINING ' "eo Linings. They are a 
THE BETTER 4 definite sales influence. 





































THE SHOE 























"Saucies''—This unusually attrac- 
tive creation is by Laird Schober 
with Lining of Evans #10 Pearl 
Gray. 
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TANNING ExPeRTs 


For Over Fifty Years 


From surface to back, through fibre and grain, Evans Leather is 








uniform in color ... And from edge to edge every skin of Evans 


Leather is uniform in grain... Simple yet basic qualities upon 





which you can always rely ... backed by over fifty years of inten- 
sive experience in tanning hides for expert buyers who manufac- 
ture for the better retail trade. Yes,—Evans Brands are a definite 


sales influence—and expert tanning has much to do with it. 
f | hendandize on Crans rani 

























CAMDEN, N. J. iB} PHILADELPHIA 
CINCINNATI «ST. LOUIS BOSTON = MILWAUKEE 


For your fall requirements we recom- 
mend Evans #10! Brown — Evans 
Ruby Kid (black}—Evans #121 Blue 
—and Evans Linings. Standardize on 


Evans Brands—by the number. 
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An unusually compact and well planned layout for a store of moderate size is shown in this interior view of The Sullivan Shoe Co. 
salesroom in Providence; note the recessed spaces for shining stand and cashier’s desk, also the recessed and illuminated cases for 
merchandise display. The case for hosiery has no glass in front and sales are made direct from the case. 


“It Seems Like Old Times” 
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Old Customers Are Coming Back Again— 
And Buying Better Shoes 


By JOHN A. QUINN, Manager The Sullivan Shoe Co., Providence 


My, old customers are coming 
back and paying us $8.50 and $10.00 for men’s shoes 
—with a smile. Sometimes the smile is rather 
sheepish, but the important point is that they are 
coming back and they are not quibbling about prices, 
either. 

As is natural in a store which has been selling 
good grade shoes for over a hundred years, we have 
a relatively high percentage of steady repeat cus- 
tomers. During the past few years we have lost our 
proportion of repeat trade, just as every store has, 
regardless of what grade or make of shoe it may 
handle. 

Right now there is cause for cheering. 
for last month (April) are showing an increase over 
last year. That’s some gratification, but the real 
cause for feeling elated is the fact that men who 
formerly wore our grade shoes, then dropped down 


Unit sales 





to the popular priced lines, are now our customers 
again. 

This store, in common with many other shve 
stores, keeps a record of all shoes purchased. Pos- 
sibly we go a step farther than many, in that we jot 
down on the sales slip a memo relative to the shoes 
which the customer wore in. These “take offs” are 
charted, so that over a period a definite trend in 
customer buying may be studied. 

Three groups are listed, viz.; Repeat customers, 
other makes comparative in price to ours and those 
shoes retailing at $6.00 and less. It is obvious what 
these figures will indicate and how valuable they are 
in keeping in touch with what’s going on, not only 
within the four walls of the store, but in the minds of 
our customers. 

A study of the following percentage figures for 
[TURN TO PAGE 39, PLEAS®| 
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TAGS SUPPLIED TO 
IDENTIFY THE GEN- 
UINE WASHABLE 
CALF. 


ee 
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EDWINA 
An_ultra-smart 
side tie oxford 
featuring the 
new Gypsy cen- 
ter seam made 
of Washette 
Calf by 


RICE-O'NEILL 
SHOE CO. 
St. Louis, Mo. 


Salesman will call 
on request. 


THE OHIO LEATHE 





Genuine Washette Calf 


can be identified by the shoe merchant in two ways:— 


First . . . neat tags will be supplied attached to each shoe by the 
manufacturer when requested. Second ... the simple use of soap 
and water for cleaning results in the surface being unmarred. 


WASHETTE CALF is such a fine distinctive tannage that, like all quality 
products, it has its imitators. We supply it to many of the nationally 
known shoe manufacturers, who find it ideal for enhancing the beauty 
of style or pattern and who seek to give the merchant, and through 
him to his customer, a type of footwear that will give long and 


satisfactory service . . . with economy. 


COLORS ... are white, tan, red, green, blue, rust, orange and yellow. 


R €o. 


: R A R D owitO 





When writing advertisers please mention Boot and Shoe Recorder 











Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, May 27, 1933 


(The FITTI 


A DEPARTMENT 
FOR. . 


RULE} 


|. RETAIL 


SALESMANS HIP 








QUESTION — In making adjust- 
ments or handling complaints, in 
your opinion is the customer always 
right? 

B. J. B. Boston. 


ANSWER: No. However, for 
“company,” we always “put on” 
company manners. As long as the 
World is a Stage and we actors—it 
is more easy to act the Gentleman 
than the Villain—and it “Draws” 
more applause.“ As a matter of store 
policy—The Customer is Always 
Right. But since you ask my opin- 
ion as to whether the customer is 
Always Right—I say NO 


*x* * * 


QUESTION — Being in a store 
which has not radically reduced its 
price and the customer objects on 
account of price, what is the most 
convincing argument to use to show 
her the advantage of buying better 
merchandise? 


L. E. R. SprinGFIep. 


ANSWER: That shoes can be 
built to a “Standard” as well as a 
*Price’”—and she cannot hope to buy 
a well cooked or properly served 
“full course meal” for the price of 
a Sandwich. That two railroad 
tickets for different points may look 
alike—as similar looking as two pairs 
of shoes of different Quality and 
Workmanship—if made to look alike 
—yet, can one expect to ride as far 
on one ticket as on the other—just 
because they look alike? -A person 
cannot justly expect to get more 
than what they pay for. 


* * * 


QUESTION—A customer enters 
and asks—“Do you carry Arch 
Shoes?” You have some on hand 
and say, “Yes.” The customer is 
seated and, after showing her some 





Many questions relative to the science of 
expert shoe fitting come to the Recorder. A 
few recently -received are given, together with 
the reply suggested by an able retail shoeman. 

The Recorder welcomes such questions, and 
will endeavor to furnish logical and satisfactory 
answers, so far as possible. 








shoes, she “points” to the fact that 
her old shoes have Long Inside 
Counters. Is it right to sell this cus- 
tomer shoes without lining counters? 


PuzzLeD PorRTLAND. 


ANSWER: No. Unless you are 
one of those that merely sell shoes. 
In that case, our advise won’t be 
followed anyway. 

Yes. If you know Feet and Shoes. 
3ecause you may be doing her a 
greater service than the person that 
sold her the others. Did you ever 
stop to consider why the customer 
did not go back for another pair? 
Did it ever occur to you that the 
principal reason is—she was dissat- 
isfied with what she has? 

Physicians (M.D.’s) develop their 
reputation not so much by what they 
do as by how they do it. A physician 
who is perplexed and passes a case 
on to a specialist develops a “rep” 
as being on the level that cannot be 
bought at any price and is looked 
up to with confidence. 


*x* * * 


QUESTION — What is the best 
procedure to convert a customer who 
has been wearing a last that has 
been discontinued? 

“Bos” C. E. 


ANSWER: A last that has been 
discontinued has been set aside for 
a definite reason. Probably because 
it did not fit a majority of feet. It 


has been discontinued in favor of \ 
last similar in appearance but with 
an added improvement. You brin: 
this shoe out and explain as above 
and remark further that with the im- 
provément, regardless of the appar 
ent goodness of the old shoe, he can- 
not help but feel and enjoy the bene 
fit of the new improvement. 

Also,” as’ the shoe has been discon 
tinued he couldn't very well expec: 
to find a shoe elsewhere exactly as 
the pair worn, and since a change 
must be made you are better quali 
fied to_suggest a last than a strange 
salesman who knows nothing about 
the fiting qualiies of the old shoe. 
I have never known this argument 
to fail. 


* * * 


QUESTION—Customer asks for 
a duplicate of the shoe he ts wear- 
ing. As a matter of correct service, 
you measure his foot and find that 
although he is wearing a size 8— 
the foot drafts a size 9. You tell 
him so, and he remarks—the shov 
has been comfortable that’s what 
brought me back. What would you 
do or say? 

F. L. D. 


ANSWER: -We find, after ob- 
serving many feet, that as people 
grow older, and we don’t care to 
emphasize it, as a matter of fact, 
folks feet lengthen out a bit. Not 
that they grow longer—but because 
the sinews and tendons that support 
the bones and muscles of the feet— 
grow weaker and permit the feet to 
lengthen. Possibly you do not fee! 
the effects of this as yet—but I think 
you will sooner or later and I would 
not want you to feel that we hav: 
neglected to advise you. 

And give the man what he wants 
Don’t argue. If he develops an 
discomfort—he will recall what you 
said and give you credit for know. 
ing your business. 
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IMONK BROWN «* «* «& 








Dark Brown is the leading shoe color for Fall. It is the classic for 


every occasion, and to wear with every costume color. 
AMALGAMATED No. 176 supplies that rightness of color and qual- 


ity that assures the Retailer of extra sales in Brown Kid footwear. 











* * 
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A slab of marble 


about six feet long and a foot 
and a half wide, set in the floor 
of the men’s shoe department at 
the Denver Dry Goods Co., Den- 
ver, has proved a very effective 
sales producer. 

The purpose of installing the 
marble was to enable men to get 
the actual “feel” of shoes. “Be- 
cause the average man does 90 
per cent of his walking on hard 
pavements or tile floors, he can- 
not tell how a shoe will really feel 
in use when he tries it out on a 
thick carpet,” buyer S. V. Byrne 
explained. “The slab of marble 
enables customers to make an ac- 
curate test. 

“For this reason it has had a 
very beneficial effect in a number 
of ways. For one thing, it has 
tended to cut down the time re- 
quired for making a sale. It takes 
a man longer to decide what he 
wants when he can’t tell just how 
a shoe will feel when he puts it on 
for street wear. The slab also 
helps to keep down complaints 
and returns. This way, a man’s 
choice is usually a correct one and 
consequently he is better satisfied 
than he would otherwise be.” 

A low mirror is located at one 
end of the slab so the customer 
can determine his choice as re- 
gards both appearance and “feel” 
at the same time. 


By HARRY R. TERHUNE 
FIELD EDITOR 


When Charles Kayser, 


manager of the Wise Shoe Com- 
pany’s Syracuse, N. Y., store, was 
requested to explain reasons why 
that store was able to sell 100 per 
cent of all customers buying opera 
pumps a pair of shoe ornaments, 
a few of his reasons were as fol- 
lows: 

“Every salesman must show a 
pair of buckles with every pair of 
opera pumps shown a customer. 
This is carried out by everyone in- 
cluding the hosiery girl. 

“If a pump happens to be sold 
without a buckle by the salesman, 
she in turn shows a different type 
of buckle on the shoe to the cus- 
tomer, and in this way many times 
changes the customer’s mind. 

“A practice is made of putting a 
pair of buckles on the customer’s 
old shoes when she has purchased 
a pair of new straps or oxfords, 
and we find that we sell quite a 
number in this manner. 

“We have a beautiful display of 
opera pumps and buckles in a 
prominent place in the front part 
of the store which attracts the cus- 
tomers’ eyes the minute they step 
in the door.” 

By the way, Mr. Kayser does 
a consistent good average every 
week. 
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The Shoe Box, 


a distinctive little log cabin shop 
on the first floor of the Wm. Tay- 
lor Son & Co. store, has increased 
shoe sales considerably, according 
to George W. Snyder, buyer. This 
shop was originally constructed 
for fine linens and labeled the 
“Peasant Shop.” Last September 
Mr. Snyder secured it for his own 
department and stocked it with 
shoes selling at $3.95 and $4.95. 
Very little alteration was needed 
and the original open cupboard 
shelves were used for boxed mer- 
chandise as well as the long wall 
shelves across the rear. The shop 
is painted on the outside to rep- 
resent a log cabin, while the natu- 
ral wood finish on the interior car- 
ries out the idea. A fireplace, ta- 
bles and individual chairs add to 
the atmosphere. Glass cases, scat- 
tered about, give him display space 
without commercializing the 
scheme of things. Appropriately 
named the “Shoe Box,” it has 
gained considerable attention from 
transient patrons who would not 
be attracted to the regular fourth 
floor shoe department. All types 
of shoes are sold here and perfo- 
rated styles are getting the big 
call. A mottled gray koodoo num- 
ber in a three eyelet shoe has been 
one of the most popular of the 
new creations. Snyder looks for 
an unusually big white season. 
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Rosebay Willow Calf 
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ECONOMICAL 
STYLEFUL 
PRACTICAL 


for 


FALL 


No leather so fully meets the require- 
ments for fall and winter footwear. 
Rosebay Willow is the original light, 
supple calf tannage so successfully used 
in smart feminine footwear. It is non- 
scuffing, shape retaining and durable. 
In a wide variety of authentic colors it 
supplies a combination of enduring 
good looks and economy. 


STAPLE FALL COLORS 


FAWN BROWN INDIES BROWN 
400 424 
NEW ADMIRALTY BLUE MADEIRA BROWN 


403 461 
AMERICAN 





HIDE and LEATHER 
COMPANY 
BOSTON 
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Retreat Is Ended; Industry Moves 
Forward 


[CONTINUED FROM PAGE 15] 


of nature. 
a true article, 
return for what he sells or does, 
keeping with the natural processes, and 
that a man gets back only the equiv- 
alent of what he gives out. 
cier who turns out securities must see 
that they are true and that there are 
no false values, for he must know that 
when he has turned loose economic 
power it will affect not only others but, 
through them, rebound upon _ himself 
and those nearest and dearest to him. 


For considerably more than a quarter 
of a century I have been intimately 
associated with retail merchants of this 
country. Through those long years I 
have developed a profound respect for | 
the honesty of our customers. Since | 
our company was organized we have | 
sold to retail merchants more than | 
$1,600,000,000 worth of shoes—these | 
shipments went to merchants whose | 
capital ranged from $300 to several | 
million dollars, and our losses for bad | 
debts on the whole amount has been | 
less than one-fourth of one per cent. | 


the exaction of a fair 


To my mind this experience is a trib- | 
ute to the high standard of integrity of | 
the American merchant; and I have | 


is in | 


He sees that the delivery of | 


recited these facts for the purpose of 
paying that tribute. It was not capi- 
tal but character that kept our losses 


| down. 


The finan- | 


To be a successful business man one 
must make money out of his business 


| and make it honestly; but there are 


| selfishness—but 


many compensations in business aside 
from financial returns. As it grows and 
expands, it draws into its fold an in- 
creasing number of men and women 
whose welfare and happiness are 
wrapped up in its success. It is an ac- 
tive life, filled with many and varied 
human contacts in which lasting friend- 
ships are made. It offers to men the 
opportunity to express the best in them- 
selves. 

I like to think of business being con- 


ducted, not in the atmosphere of sordid | 
exalted to the high | 


plane of fair dealing in all its contacts. 

I like to think of business clinging to 
ideals that cannot be shaken through 
good times or bad—ideals that con- 
demn exploitation or misrepresentation 
of any kind and demand that every act 
or deed shall be based on truth. 

This course is not easy, but it can be 
followed, and is being followed by thou- 
sands of splendid business men. 





HIGH-GRADE 


GENUINE 


ENGLISH-MADE 


MEN’S 


Field Boots 
$§50 


Per Pair 


(AS ILLUSTRATED) 
BROWN ONLY 


because it comes at a time when 
increase. Take advantage of 


laced at instep and side. 


EST. 1899 





TIME at 
[ST LOW PRICE 


This unusual offer will make boot history—especially 

rices are on the 
this offer 
Smartly shaped, extra heavy—fine oak bend sole, 


WRITE FOR COMPLETE CATALOG—M.-27 


COLT-CROMWELL CO., Ine. 


1239 Broadway, New York City 


this 


B-47040 


today. 








911 So. Los Angeles St., Los Angeles, Calif. 


May 27, 1933 


| Indiana Retailers Band 


| INDIANAPOLIS, I N D.— Organization 
| plans were discussed Wednesday night 
| at a dinner-meeting of the Marion 
ccunty committee of the Associated Re- 
tailers of Indiana in the Hotel Linco!n. 

Fred Weidman of South Bend, state 
organization chairman, told of work 
that is being done to organize the as- 
scciation in all congressional districts 
of Indiana. Work in the First, Third 
and Fourth districts is well under way, 
he said, and meetings are scheduled for 
Thursday and Friday in several central 
points. 

Purposes of the organization are io 
prevent an increase of the gross in- 
come tax, to pass tax information on 
to the members of the organization and 
to interest manufacturers and em- 
ployees of merchants in the movement. 

S. B. Walker is chairman of the 
Marion county committee and James Ik. 
Branson is secretary-manager. The 
movement is being sponsored by prac- 
tically all of the industrial and retail 
organizations of the state. 





Eichberg Operating in Richmond 


RICHMOND, Va.—Maurice Eichberg 
formerly of M. Eichberg & Sons Co., 
Inc., is now operating the Mary & Bob 
Family Shoe Store at 500 E. Broad 
St. He is carrying a complete line of 
popular priced shoes for men, women 
and children. 





UP-TO-DATE ROOMS 
AT DOWN-TO-DATE RATES 


"2 


TO $3.50 SINGLE 


$ 


TO $5.00 DOUBLE 


600 LARGE, CHEERFUL ROOMS 


Private underground passage 
from Pennsylvania Station... 
saving taxi fare. One block from 
Fifth Avenue and Empire State 
Building. Subways, elevated 
lines, buses and trolleys stop at 
door. Direction— American 
Hotels Corporation. 

GEORGE H. WARTMAN, Manager 


HOTEL 


MARTINIQUE 


BROADWAY AT 32ND STREET - NEW YORK 
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: the complete years of 1930, 1932 and 


the month of April, 1933, will reveal a 
complete change in customer buying 


> habits. And that is just what has hap- 
| pened since the first of April. 


New Cus- New Cus- 
tomers tomers 


Repeat Our Lower 

Year Customers Grades Grades 
1930 60% 25% 15% 
19382 85% 10% 05% 
Apri! 19383. 45% 25% 30% 


This does not mean that we are sell- 
ing 40 per-cent less repeat customers 
for the month of April this year than 
we did for the year 1932, but it does 
mean that we are selling so many more 
new customers that our percentage of 


) repeat sales appears less. Our regular 


customers are buying fewer double 
headers and fewer pairs per year than 


’ they did several years ago. All men 


are for that matter, so if we are to 
show a sales increase in pairage, it 
must come from new trade. 

“New Trade” means those customers 
who have strayed just as much as those 
who have never bought our shoes be- 


' fore. It takes just as much effort to get 


aman back as it does to get a new face 
in the store, so both are classed alike. 
I am sure that the man who says to 
me, “I hated to ask you for cheap shoes, 
John, so I drifted away,” will stay back 


' with us, once he returns. He has ex- 


perimented. He did not find the experi- 
ment to his liking, so will be hard to 
wean away just as long as we give him 
the shoes and the service which he be- 
lieves he should have. That’s our 
problem, and you can be assured we 
are looking at it with both eyes open. 

This percentage of repeat customers 
is a good showing, in view of the fact 
that we ran a very successful sale in 
February this year, and so filling up 
many of our regular trade. Even dur- 
ing the bank holiday, our drop in unit 
sales was less than 25 per cent. 

Customer conversation clearly indi- 
cates a previous tendency to try one 
or two pairs of the popular priced 
shoes. Some of their friends have told 
them they were “suckers to pay $8.50 
and $10 for shoes,” but now a consid- 
erable proportion of the old trade is 
doing business at the old stand. 

This is in no sense a case of trying 
to prove something which we would 
like to see proved. Confidential heart- 
to-heart talks with the trade convince 
us that this present trend is in no wise 
a temporary proposition. Men are try- 
ing to get the most they possibly can 
for the money. They have proved tc 
themselves that $8.50 or $10 shoes, 
such as they have previously worn, are 
most comfortable and economical in 
the long run. 





Tee up 
right 


popular companion of those widely 
used sports leathers Elko and Deer- 
skin. Nowesco, falling between the 
two in quality and price, has been 
steadily gaining favor until it now 
rivals the other popular North- 
western sport and juvenile shoe 
leathers. Pliable, of course, under 
all conditions—durable and good 
looking. 





Kitchener Brogue 

Russide Sootan 

W.L.I Elk Sides 
Smooth Sides 


NORTHWESTERN LEATHER COMPANY TRUST 
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NOWESCO 
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for the big sports shoe 
season by specifying 


NOWESCO 
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Sell Summer Foot Comfort 


[CONTINUED FROM PAGE 26] 


using cylindrical or tube display stands 
of the type so much in vogue at the 
present time and in colors to harmonize 
with the backgrounds. 

The display man who worked out the 
details of these windows has shown 
much care and discrimination in the 
placing of the shoes. This is an art in 
itself in the building of effective shoe 
displays. The appeal of a certain last 
or pattern often depends very much 
upon the angle from which it is ob- 
served. One of the most successful shoe 
display men the writer has known 
makes it a practice to spend a great 
deal of time studying the effect of his 
own windows from this standpoint. 
When he is putting in a display, he ob- 
serves carefully and minutely the effect 
of each shoe from the outside, and alters 
the angle or tilts it this way and that, 
until he is completely satisfied. If the 
appearance of a shoe in the window 
doesn’t appeal favorably to him, he is 
sure it will not make a favorable im- 
pression on the casual window shopper, 
and if it wins only a passing glance 
because it has not been placed in such 
a position that it will show up to ad- 
vantage, then it isn’t likely to make 
very many sales. 

Describing the accompanying win- 
dow trims, Joseph Dillon, editor of In- 
ternational Merchants Service News, 
writes that the floor covering is of yel- 
low tapestrene and the background of 
the same material in blue. Brightly 
colored felt remnants were used in the 
decorations. The center circle on the 
background is covered with colored felt 
strips. “Cool Styles,” and “Sports, 
1933,” are spelled in black felt letters. 
Vari-colored felt letters, cut out by 
hand, are pinned just above the eye 
level to spell “Whites,” “Sports” and 
“Light Weights.” 

“Display cards read: Hiking, Cycl- 
ing, Roller Skating—you’ll do it better 
in Sports Shoes. ... Dress Shoes with 
‘Sports Appeal’. . . . Summer Sports 
store up health. Get your Sports Shoes 
early. ... White Kid—for wear with 
Tan Calves. . . . White Fabrics—Cool, 
Light, Durable, Smart. . . . Get two 
patterns in White and be prepared for 
all occasions. . . . Little Girls’ Styles 
for Picnic or Party.” 

Mr. Dillon says of the men’s window: 

“Few men will escape wearing white 
this season if all merchants do as em- 
phatic a promotional job as the Model 
Store has done. Even the conservative 
dresser has only to look at this display 
to realize that it is sensible to do as 
the display card commands, ‘Take off 
your overcoat. . . . and your heavy 
shoes. It’s SUMMER!’ 

“Patterns representative of the 1933 
Summer line—ventilated, sports and 
golf—surround the white shoes. 

“Other display cards read: It’s silly 
to simmer, Wear Summer Weights! ... 
Breezy Airports for panting pavement 
propellers. . . . White BUCKSKIN is 





PROPER. ...A gentleman must have 
WHITE trimmed with Black or Brown 
.... Sports Shoes for healthy, muscu- 
lar activity. ... Look at ease! Feei at 
ease! In Sports Shoes.” 





New’ Department Peps Sales 
[CONTINUED FROM PAGE 28] 


ful pictures of ‘Penn’s Treaty With 
the Indians;’ ‘Pocahontas and John 
Smith’ and cther favorite scenes of his- 
tory. Then, too, they found it much 
more amusing to have chair arms made 
of horses, cows and buffalos than the 
more conventional arrangements. 
There was less tendency to squirm and 
fidget when the salesgirl did her meas- 
uring and fitting. 

“These school pilgrimages were not 
unremunerative, either. Many parents 
took advantage of the holiday afforded 
and accompanied the children to the 
store and had them fitted. The chil- 
dren were frequently required to write 
essays on the department and its deco- 
rations, and quite a bit of publicity 
was achieved in this fashion. 

“Next season it is planned that regu- 
lar essay contests will be conducted 
and prizes awarded by the store. Chil- 
dren of various grades will compete 
during different months and the con- 
tests will probably last throughout the 
entire’ school year. 

“In the system of merchandising em- 
ployed a perpetual inventory of the 
shoes is kept. There is a sales record 
slip in each box of shoes. When the 
sale is completed the customer’s 
name and address and all necessary in- 
formation is written in and the record 
placed on file for future reference. 
This provides an excellent mailing list, 
which is used for periodic sales letters, 
inviting future visits to the department 
and inquiring if the shoes were satis- 
factory in every way. 

“The turnover on these shoes since 
the installation of the department has 
been truly extraordinary. Sales have 
more than doubled, and where formerly 
three salesgirls were adequate to take 
care of the department, there are now 
seven waiting on the children alone, 
with extra help on special days. 

“It requires approximately 2500 to 
8000 pairs of shoes to give a complete 
assortment. The prices range from 
$1 in the infants’ run, to $2.98 in the 
misses’ run and $2.98 and $3.98 for 
boys’ and growing girls’ shoes. All 
these shoes are carried in stock in a 
complete range of widths and sizes. 

“The department hopes to do $100,- 
000 or more on these shoes during the 
coming year. Due to the increased 
volume of children’s business, it has 
been found necessary to extend the de- 
partment. More floor space is now be- 
ing used and it will soon be necessary 
to add still more. Another section will 
be added to the children’s department. 





Julius Grossman Retail 
Store Moves 


New York, N. Y.—The new Julius} 
Grossman shoe store is opened at th) 
corner of 36th Street and Fifth Ave 
nue. It occupies the entire ground fioo} 
and basement of the building and wil) 
be the first retail store at this location} 
since the new building was ere:te 
there on the site of the old Kurzman} 
store. 

The store floor will offer com/‘or} 
and remedial shoes for women as yell) 
as the more stylish models. The hgh.) 


eo t 


a 


ceilinged basement will house the men’; 
and children’s departments, re» air 
rooms and additional stock roms, 


There will be a children’s play room 
in the basement also. } 
Those in charge of the organiza‘ion| 
say that the new move was made ec. 
essary because of increased busi Jess 
making larger and better selling facili. 
ties necessary. The store, they say, | 
has shown a steady increase in Lusi- | 
ness even through the period of de. | 
pression. 4 
The Julius Grossman store at the| 
Brooklyn factory at 372 De Kalb ve. 
nue continues to function as hereto-| 
fore. 4 


cnt -5\ Tea 





Harold Wiltermood Promoted 


OAKLAND, CaL—Harold Wilter. 
mood has been promoted to the posi- 
tion of manager of the women’s and 
children’s shoe department at H. C. 
Capwell’s department store, Oakland, 
Recently this store added a department 
featuring Dr. N. W. Locke’s Corrective 
Shoes for men, women and children. 


Air-Cooled Shoes 


[CONTINUED FROM PAGE 19] 


Cooled to Let Your Feet Breathe With 
Every Step.” 

There is also an appeal to wearers 
of health shoes. “Keep up the work of 
your doctor with Harper’s profession- 
ally fitted Main Spring Arch Shoes.” 

Attention is also drawn to the Har- 
per service for foot health, comfort and 
correct body poise. 

Seven Points 

Main Spring Arch 

Professional Fitting 

Combination Lasts 

AAAAA to EE 

Sizes to 10 

Special Heels 

Special Shapes for Every Foot. 

It is important, of course, that each 
store tie up the ventilated shoe idea 
with any particular features of the 
shoes in which they specialize. 

The advertising possibilities are 
boundless. Suggestions of being ¢m- 
fortable “from head to foot” and of 
keeping extremities cool are reaiiily 
adaptable and prove good sales taiks. 

Men even in the North are comple‘ely 
sold now on the idea of Summer weizht 














suits for business and no difficulty 
should be encountered in selling even 
the most conservative of men the i:lea 
of special Summer weight shoes. 


—_ 
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LONDON SMOKE 


No.70 








This new dark grey (gungrey), is suit- 
able for early promotion, in connection 
with: 


DESIGNED BY ASSOCIATED STYLISTS 


Grey-and-white prints 


Grey costumes carried over from 





Spring 
Grey woolens shown in the New This seven-eyelet oxford, 
: in London Smoke, No. 76, 
Fall lines. with slashes of Pavement 


Grey, No. 73 (Flintgrey), 
and Gunmetal eyelets, is a 
good type for early selling. 
It is dark enough to carry into Winter. 











he New Cstl week, | ©, Se. 


Clamples by request to , | 1702-100 old ASireet, (New York 
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Prevents 
Blisters 
of the 
Heel 


Bunions 
and 
Swollen 
Joints stop 
Hurting 


Ends painful 
Callouses 


Relieves Corns 
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and a thoroughly 
pleased customer 
every time you 
show him, or her— 
the way to avoid 
“breaking-in’” dis- 
comforts of new 
shoes...and how 
to make new 
shoes fit with 
luxurious ease 


and Sore Toes 
Persons who can wear new or tight shoes without enduring some dis- 
comfort are few. To many .. . for seven out of ten people suffer some 


form of foot trouble . . 


. “breaking-in” new shoes is a positive ordeal. 


Too frequently these sufferers blame the SHOES and the DEALER 
instead of their feet. Avoid this dissatisfaction. Win the extreme satis- 
faction involved in this regular recommendation of DR. SCHOLL’S 


ZINO-PADS. 


When a customer com- 
plains that the shoe 
“pinches” or rubs any 
part of the feet or toes— 
show how ZINO-PADS 
remove the pressure or 
rub. You'll THOR- 
OUGHLY PLEASE 
YOUR CUSTOMERS. 
You'll decrease cus- 
tomer mortality and 
earn a nice, extra profit 
besides. Note a€ the 
right how many dif- 
ferent uses there are 
for these comfortable 
DR. SCHOLL’S 
ZINO-PADS. 


Zino-pads 


DOUBLE ACTION. 
Not only do the ZINO- 
PADS themselves afford 
extreme comfort and re- 
lieve shoe pressure on 
the sore spot .. . but the 
MEDICATED DISKS 
contained in every pack- 
age ... the little pink 
disks .. . REMOVE the 
CORN, CALLOUS, 
SOFT CORN or BUN- 
ION—the quick, sure, 
safe way. The customer 
gets DOUBLE AC- 
TION at the one price. 


Df Scholls 


DISPLAY these pads in your windows and on your 
counter. IT’S A GRAND OPPORTUNITY to enjoy 
profit yourself . . . and to render the utmost of 
satisfaction to the customer. Alert shoe men have 
been following this suggestion for years . . . profit- 
ably. Do likewise! 


THE SCHOLL MFG. CO., IINC. 


213 W. Schiller St., CHICAGO 62 W. 14th St., NEW YORK 
112 Adelaide St. E., TORONTO 
LONDON PARIS 
Largest Manufacturers of Foot Appliances and Remedies inthe World 


TO PREVENT INSTEP 
RIDGE, Use Callous or Binion 
ize. 


TO PREVENT CHA*EpD 
HEEL, Callous or Bunion Pad, 


CORN SIZE stops general shoe 
pressure on toes. 


FOR ENLARGED OR TENDER 
— The BUNION Siz 
ad. 


CALLOUS and BURNING 
SPOT on Ball of Foot, Callous 
Size. 


Callous or Corn Size for calli ises 
and tender spots. 


SPECIAL SHAPE PAD for 
SOFT CORNS between toes. 
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SATURDAY, MAY 27, 1933 


WHOLESALE PRICES FOR WEEK ENDING MAY 13, 1933 


WASHINGTON, D. C.—The Bureau of 
Labor Statistics of the U. S. Depart- 
ment of Labor announces that its in- 
dex number of wholesale prices for the 
week ending May 13 stands at 62.3 as 
compared with 61.9 for the week end- 


ing May 6, showing an increase of ap- 
| proximately six-tenths of 1 per cent. 
| These index numbers are derived from 


(1926 = 100%) 


April 15 
All commodities 
Farm products 
Foods 
Hides and leather products 
Textile products 
Fuel and lighting 
Metals and metal products.... 
Building materials 
Chemicals and drugs 
Housefurnishing goods 
Miscellaneous 


Leather Prices Higher 


MAss.—Advances 
price of calf leather of one cent a foot 
was announced by the American Hide 


BosTON, in the 


and Leather Co. A similar advance is 
also expected on side leather. 

Increases in leather prices result 
from the steady rise in hides. Sub- 
stantial sales of light native cow: hides, 
native steers and Texas steers have 
been made at 10% cents a pound, con- 
trasting with the year’s low of 4% 
cents, while Colorados and branded 
cows have sold at 10 cents. Packers 
are now asking 10% for light native 
cows and native steers, but no sales 
have yet been made at this price. 

The country hide market is also 
strong and advances almost comparable 
with those in the packer market have 
occurred. 

Sole leather was advanced one cent 
a pound two days ago by leading tan- 








price quotations of 784 commodities, 
weighted according to the importance 
of each commodity and based on aver- 
age prices for the year 1926 as 100.0. 


The accompanying statement shows 
the index numbers. of groups of com- 
modities for the weeks ending April 
15, 22, 29, and May 6 and 13, 1933. 


WEEK ENDING 

April22 April29 May6 

60.4 61.5 61.9 

44.6 46.4 47.8 

56.2 58.1 58.2 
71.8 73.3 
52.4 53.7 
62.5 62.1 
77.6 77.5 
70.5 70.8 
72.0 72.4 
72.3 71.7 
58.6 58.8 


May 13 
62.3 
49.0 
59.1 
75.8 
54.0 
61.3 
17.9 
70.8 
72.6 
71.8 
59.0 


62.4 


ners, making the rise 10 cents a pound, 
or approximately 50 per cent within a 
few weeks. 


RECORD BUSINESS BOOKED 


Milwaukee, Wis.—A new all-time business 
record for the Freeman Shoe Corp. of 
Beloit, Wis., has been established in the past 
five days by receipt of orders totaling 90,000 
pairs, according to H. C. Freeman, vice-presi- 
dent. 

Not even during the boom days of 1928 and 
1929 has such a concentration of orders been 
received in such a short period of time. Although 
May is considered the peak month in the shoe 
industry, Mr. Freeman reports that a substantial 
share of the orders are for immediate delivery 
and reflect an upturn in business which the 
company’s representatives have noticed through- 
out the country. 





EVERY WEEK 








GOOD REPORT FROM KANSAS 


Yates Center, Kans.—Business is good in this 
farming community, reports Harvey Reep, who 
operates the Spot Cash Shoe Store. “We are 
showing an increase of around a hundred pairs 
of shoes a month over last year,” he proudly 
avers. 








aaa 


April Shoe Import Figures 


WASHINGTON, D. C.—Total intake at 
custom houses for April, 1933, checked 
as follows, according to figures released 
by Arthur Butman, Chief Shoe and 
Leather Manufacturers Division of the 
Department of Commerce: 

Pairs 


8,882 


Value 


$31,650 
187,049 
5,886 
693 


32,619 


Boots and shoes 
Men’s and boys’........ 
Women’s 
Children’s 
Slippers and moccasins... 
Footwear with fabric 
uppers 


Schiff Group Gains in Sales 


CoLuMBuUS, OHIO—Sales of the Schiff 
Co. operating a chain of 180 retail 
stores in the East and Middle West for 
the first four months of the year were 
$2,297,512 compared with $2,515,810 
for the same period in 1932, a reduc- 
tion of 8.67 per cent. Sales for the 
four weeks period ending April 29 were 
$833,831 compared with $733,251 for 
the same period in 1932, an increase of 
13.71 per cent. This marked gain is 
the first shown for some time accord- 
ing to Robert W. Schiff, president and 
treasurer. - 


Herman Awarded Shoe Contract 


Mituis, Mass.—Joseph M. Herman 
Co. have been awarded an order for 
110,000 pairs of shoes for the Federal 
government. Sixty thousand pairs of 
these shoes, which are for the reforesta- 
tion workers, must be completed by 
July 15. The company will be given a 
three weeks’ extension after July 15 
to complete the other 50,000 pairs. 
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GENUINE 
AUSTRALIAN 


KANGAROO 
TANNED ™ AMERICA 


SURPASS LEATHER CoO., PHILADELPHIA 
RICHARD YOUNG CO., NEW YORK 
ZIEGEL EISMAN CO., BOSTON 





BRILLIANT. 
STYLISH 
ACCEPTED: 


NEWS Y= 


ment, is 


When writing advertisers please mention Boot and Shce Recorder 





aaa — sate lc - iit ~ ir yade —“rweyse as OP ae) 


g 


AND SHOE RECORDER 


ombining THE SHOE RETAILER, May 27, 1933 


LYONS LIKES AMERICAN KIDS 


Chicago Fashion Notes 


CHIcAGO—Marshall Field and Com- 
pany 2re selling mesh hosiery for wear 
with sports tweeds. Sales talk includes 
the fact that the skin tones in correct- 
ly with the light tweeds through the 
openwork of the mesh. 

0’Connor and Goldberg are featuring 
“0-G Ric-Rac” models. These have 
leather heels and short vamps. Both 
pumps and strap slippers are shown in 
colors, blue, brown, black, black patent 
leather and white buckskin. Customers 
are advised to wear hosiery in the 
shade “chu-kou” with this ric-rac foot- 
wear. 

A two-button oxford is selected by 
F, E. Foster and Company as the single 
feature exhibit in an advertisement on 
quality shoes. The cuts include side. 
front and three quarter view. It 
comes in blue, grey, brown and black 
and retails for $12.50. The model se- 
lected is simple and conservative in 
line with nice detail in the side closing. 

“O-G Flats” are introduced to their 
patrons by O’Connor and Goldberg as 
“high spirited footwear with low down 
heels.” These low-healed shoes come in 
gunmetal and grey, in two tone (brown 
and beige), in blue kid and in patent 
leather. They are selling for $11.00. 

“White kid if you’re conservative! 
For rough-texture frocks choose white 
lizards,” suggests Mandel Brothers to 
their patrons. Oxford lizards in chalk 
white and a strap sandal with a twist 
strap are models selected to feature 
this advice. They are arch-aid models 
and are selling for $8.50. 

Marshall Field and Company are 
featuring three interesting models. A 
pinpoint tongueless oxford with kid 
trim and heel comes in black and brown. 
A black satin mat kid sailor tie with 
gunmetal silk kid trim is a second 
model, It comes also in brown. The 
third number is a blue or black kid 
with patent leather in blue or black 
used as a trim. It has a high Spanish 
heel. These are all selling for $12.50. 


Dramatized Sport Accessories 


CLEVELAND, OH10—Ross D. L. Filion, 
manager of the May Co. shoe depart- 
ment, is making use of other dress ac- 





James J. Lyons, chairman 
. of the exhibit committee 
of the Tanners’ Council 
of America, receiving 
the emblem in conjunc- 
tion with the official 
leather opening held at 
the Hotel Astor on May 
8 and 9. 


cessories in a big way to push sport 
shoes. He has a new stock of style 
sports selling at $8.50 on which he 
anticipates a heavy trade. They will 
be tied up with bags, hosiery and with 
befitting costumes in the sports shop 
of the store. Bags and hosiery are also 
displayed in cases with the shoes in 
the regular shoe department and Mr. 
Filion states they are a big aid to the 
business, each item assisting in the sale 
of other matched pieces. 

Mr. Filion exhibits riding boots with 
costumes in the sports shop on the 
same floor as shoes. . At Easter time he 
placed shoes on the tables of the mil- 
linery department beneath the hats. A 
tie-up with bags and gloves was also 
effected. This, together with bags and 
hosiery in the cases of the shoe depart- 
ment proper brought an unusually 
heavy Easter trade. 

Golf shoes for women will be ex- 
hibited with golf costumes, clubs, etc. 
in the sports shop but not in the golf 
department itself. There is such a thing 
as going too far with merchandise tie- 
ups, he says, but reasonable ensembles 
are a big aid to the turnover. 


W. K. Smith Buys Store 


SuNnBurY, PA.—William Kay Smith, 
local manager of the 20th Century 
Shoe Co., for the past 20 years, has 
purchased the store and will continue 
it under the name of “The Kay Boot 
Shop.” 





STICKING TO THEIR GUNS 


Chicago—I|. Miller’s windows featured the 
popular gunmetal by a very dramatic display. 
Three paintings loaned through the courtesy of 
the United States Naval Recruiting Station set 
the keynote. The center of the window is 
occupied by 2 large hand painting which shows 
only guns against a gray-blue background of 
sky and sea; its frame is of heavy ship’s cable. 

A poster announces: 

Taken from the days of war 
The new color Gunmetal 
For costumes of darker gray. 

A fine selection of shoes and bags in gun- 
metal, both plain and in combination, accom- 
panies this spectacular display. Some beautiful 
bags have crystal clasps and ornamentations. 
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AULT 
SHACKFORD 


WELTS 
and SILHOUWELTS 
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== @ a 
COLD. aed 


IN-STOCK 
No. P995—Black Kid—6I6 Last... .$3.10 
d 3.25 


AIR-TRED 
SHOES 


to retail at 


+ and a 


are your salvation in a ris- 
ing market. Resistance to 
price is overcome by sell- 
ing this shoe with a plus 
feature of such merit that 
your customer will not 
deny herself the extra 
value. 


THE AIR-TRED 
PRINCIPLE 


is the commonsense way of re- 
gaining the resiliency lost when 
hard walking surfaces replaced 
the springy, soft turf. The 
AIR-TRED resilient construc- 
tion takes up the shock of im- 
pact with unyielding pavements 
—provides a perfectly moulded 
cushion for the curves of the 
foot —and reduces foot and 
body fatigue for the modern 
women. Now is the time to get 
this plus value shoe established 
in your community. 


35 STYLES IN-STOCK 


AAA TO EEE—2!/, TO 10 
QUICK DELIVERY 




































































WHERE TO BUY 
Men’s Shoes 








Shoes Now Hetail $8.50 Up. 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y. 














Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 
SHOES 


Brockton, Mass. 
































“HIGHEST GRi ADE ONE x” 













Ae" SHOE 
Men's Fine Shoes 
OLD COLONY SHOE CO. 
HES | Mase 





BOSTON 


(0 HIGH ST. 











FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc 
uffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 
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IRVING DREW CO. ELECTS OFFICERS 








PORTSMOUTH, 
OxI0 — F. Wallace 
Drew was elected 
president, general 
manager and treas- 
urer of the Irv- 
ing Drew Coa., 
Portsmouth, Ohio, 
May 2. He is the 
son of Irving Drew 
who founded the 
company in 1877 
with his father, 
Frederick Drew. 

Wallace came to 
the Irving Drew 
Company from Dartmouth college in 
1912. He started with general office 
procedure and then went into the cost 
accounting, upper leather, practical 
shoemaking, stock shoes and purchas- 
ing departments. 

He vacates the office of secretary to 
take over the duties as head of the firm. 
His twenty years of experience make 
him well fitted for his new duties. 

Philip Pfarr, newly elected to the 
board of directors, was chosen to the 
secretaryship in Drew’s place. T. C. 
Lloyd, outgoing president 6f the com- 
pany, will retain his directorship but 
will be no longer 
actively identified 
with it. 

Everett Drew 
was elected vice- 
president in charge 
of sales. He en- 
tered the shoe busi- 
ness in 1914 after 
attending Prep 
School. Starting in 
the practical end 
of shoemaking, he 
spent time in each 
of the various de- 
partments of man- 
ufacturing. 

He started selling in 1928 and has 
directed the Irving Drew Company 
sales and advertising ever since. 

Other directors elected at this same 
stockholders meeting are: W. W. Gates, 
E. W. Crichten, Dr. S. D. Ruggles and 
Albert F. Marting, all of Portsmouth, 
and R. H. Adair, Columbus. 

O. C. Sprague gave up his position 
on the board of directors to Pfarr when 
he was elected secretary. Sprague will 
continue in his present capacity of 
foreman. 

“No changes are contemplated in the 
executive personnel,” Wallace Drew 
stated. 

“We will continue the policy formu- 
lated March 1 relative to developing 
popular priced merchandise,” Everett 
Drew announced. “Compo, welts and 
the Littleways will be made. The well 
known Drew Arch Rest featured line 
is being supplemented by a new fea- 
tured line named ‘Agelite’.” This new 
line is being made in the same grades 
as the Arch Rest, but possesses a brand 
new cushion feature. 





F. Wallace Drew 





E. A. Drew 


ten months,” he added. 


for some time.” 





STORE ADVANCES PRICES | 


since 1929. Cloyd Taylor, manager, announced 
that the first wholesale price had been abso-bed 
by the store but the second advance was uch 





}. C. Youngs Opens Store 


Youngs. 


one time operated stores in Chicago, 
Gary and Indianapolis. 
are now closing out their business. 


line of popular-priced footwear 
men, women and children. 





Back to Newspaper Work 


CLEVELAND, OH1I0—Harry C. Simons, 
for six years advertising and sales di- 
rector of the Nisley chain of shoe stores, 
and more recently advertising director 
of the International Shoe Company, has 
been appointed to the advertising staff 
of The Cleveland News. With his new 
connection, Simons returns to news- 


than fifteen years. 





Danner Sails for Europe 
Boston—President Carl F. Danner, 


of the American Hide & Leather Com- 
pany, recently sailed on the “Laconia” 


trip to Europe. He was accompanied 
by Mrs. Danner. They expect to be 
gone about six weeks. 





Changes Store Policy 


WATERBURY, VT.—Charles B. Wal- 
lace is closing out his lines of men and 
boy’s shoes and in the future will deal 
exclusively in shoes for misses and 
women. 





Frank More Moves 


SAN Francisco, Cau.—Frank More 
is moving on June 1 to a new and 
larger store at 233 Geary Street, and 
some $1,885.00 of alterations are being 








made to the new location. 







[ “We've enjoyed an increase of 7 
per cent in our business during the pas 


“Production is now at 1600 pair 
daily and will show a steady increas — 


Wooster, Ohio—Amster’s Shoe Store cre : 
has announced its first advance in retail p ices 


that it is necessary to pass it on to the -on. i 


INDIANAPOLIS, IND.—A family shoe © 
store will be opened about June 1 at © 
30 North Pennsylvania Street by J. C. 7 
A three-year lease has been ~ 
acquired. Mr. Youngs has been in the ™ 
shoe business most of his life and at ~ 


His last con- 7 
nection in this city was with the Gold- 
stein Brothers Department store, who 


The new store will carry a complete |~ 
for & 


paper work after an absence of more |— 
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CREATE EXTRA 
SALES APPEAL 


They are 
smartly fashioned 
and promote 
foot comfort 











UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 


Children’s Footwear 


Cl ll ae el eel i eet lie eine ied 


Sales increasing year after year. In- 
fants te Growing Giris—over 150 num- 
bors In Stock. Ask for catalog. 


HERBST SHOE MFG. CO. 
MILWAUKEE, WIS. 








LANE BROS. CO., Boston, Mass. 
NEW ENGLAND STATES DISTRIBUTORS 


| 





2 MAIN ST. 
. WILTON. MAINE 














SPORTINBAK 


FLEXIBLE 
ANKLE SUPPORT 
SHOE 





* 


Assures correct ankle posture nd 

a new, patented construction 

proved by orthopedic specialists 
ents. 


FOR SAMPLES 


ap [STOCK 

. WHITE 

EY. Bs COFFE 
LIGHT SMOKE 

2 to 6 $1.15 6 to 8 $1.35 


pt 
EPHRATA SHOECO.) Inc. 
EPHRATA, PA. 


CHILD Lip 


















—for Infants, 
Chitdren, 






Misses, 
Young La- 
dies. 











Smartest Pat- 
terns. Incom- 
parable Values. 
Be sure to see 
Fall Line! 








CHILD LIFE 
SHOE MFG. CO. 
MILWAUKEE, WIS. 














Los ANGELES, CaL.—Showing the 
interior of Los Angeles’ newest shoe 
store—“Stevens.” This store is owned 
and operated by Stevens Shoe Co., and 
is managed by D. G. Oppenheim. Only 
advertised brands of shoes are carried. 
The business has been steadily in- 
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NEW STORE SPECIALIZING IN ADVERTISED SHOES 


| 










ee 
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creasing each subsequent week since 
the opening of March 10. Mr. Oppen. ~ 
heim was formerly with Marshall Field © 


Co., Chicago, and has been connected — 
with the retail shoe business for over © 
Irving Oppenheimer is the © 


30 years. 
president of the corporation. 








a 











Continuing Pre-Easter Spurt 


BROCKTON, Mass.—Predictions as to 
a letup on the pre-Easter run which 
was enjoyed by the majority of South 
Shore factories, has failed to check pro- 
duction on 60 per cent of the factories 
in the district, many of which continue 
full production on a five-day schedule. 

Headed by the C. A. Eaton Company, 
who are exceedingly busy both on the 
men’s and boys’ shoes, such firms as 
E. E. Taylor, Doyle Shoe Co., W. L. 
Douglas Co., Field & Flint, L. Q. White 
of Bridgewater, Richards and Brennan 
of Randolph, and the John E. Lucey 
Shoe Co. of Middleboro, report an ever 
increasing demand from retailers whose 
pre-Easter stock has been cleaned from 
their shelves. 

While sport shoes in the main have 
required 80 per cent of the production 
effort, there has been a surprising de- 
mand for tan oxfords of late, with a 
trend toward the narrower custom toe. 

In the range of sport shoes, the all 
over white patterns of buck or nubuck 
appear to be in far greater demand 
than any other sport pattern in this 
particular field. 

In the juvenile or growing boys’ field, 
several firms, including the C. A. Eaton 
Co., report unusual interest in per- 
forated patterns, carrying composition 
soles, most suitable for playtime or 
vacation trade. It is the consensus of 
opinion that while it is a little too early 
to predict trade acceptance of the per- 
forated shoe, this pattern as a whole 
has far greater -possibilities in the 
juvenile field. 

A recent survey revealed that Brock- 
ton firms in general sold more shoes and 








employed more operators and paid more ; 
money in wages in the recent March. | 
April period than in the corresponding | 
A recent adjust. | 
ment of the labor situation in this dis. | 


period of last year. 


trict has brought about a steady, 
healthy increase in production, 
veteran executives of the district are 


of the opinion that regardless of Fed- | 


eral inflation measures, Brockton is 


most certainly designed to retain the} 


place it has enjoyed for many years in 
the men’s shoe field. 





Oakland Store Remodeling 


OAKLAND, CALIF. — The 
Bootery are remodeling their 
store to an up-to-the-minute store. 


local 


Porad is general manager of the chain 


and f= 


Fashion | 


An : 
entire new front is being installed. Jack | 











and Joseph Shyer is manager of the 
Oakland branch. The new store was 
officially opened May 13 with proper 
ceremonies. 





HIDE FUTURES SWEEP 
UPWARD 





RA RICE OE SSRI yt 


New York—Hide futures on the Commodity | 
Exchange, Inc., were featured by sweeping | 
price advances and a marked broadening int 


participation. The upward surge in values, 
however, was checked by profit taking toward 
the latter part of the week but neverthcless 
the active positions reflected net gains of from 
65 to 85 points for the period while the agzre- 
gate turnover was well over fourteen milion 
pounds. Domestic spot high prices reflected 
substantial gains while the River Plate Figor:fico 
Hide market was also higher last week. 
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THE FINISHING TOUCH 





The finish is always best when 


the materials underneath are 





of proper quality and texture. 





Celastic Box Toes fulfill these 
requirements in the toe con- 


struction of any shoe. 








i ae 





THE QUALITY BOX TOE 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 


Children’s Footwear 


SO 6 EF OP 6 SP Ae PT 





MRS. DAY’S IDEAL BABY SHOES 
ayy (nfants’ A 
intermediates ........ 1-5 
Flexible Hard Seles. ..2-8 
Send for In-Stock 
Catalog 


MRS. DAY'S IDEAL BABY 
SHOE CO. 
Locust St. 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 


lll di elie ie te 












W. 8. CHASE & SONS, INC., 
HAVERHILL, MASS. 
\ 'a Steck Men's Full Leather Lined 
Handturned Slippers 
Priced from $1.35 
Kid Pullman Slippers 
colors and black with 


Snap Pocket 1.35 
zipper Pocket $1.50 


Ot Fe OF Ee 


WHERE TO BUY 
Dancing Shoes and Taps 


os Pe SO 








~™, 





TAP 
DANCE 
SHOES 
e 
In 
PAT. LEATHER Stock 


Womens 
A-B-C 2% -8 
$1.35 


OWENS SHOE Co. 


589 Essex St., Lynn, Mass. 


LJ 
A-8-C 
$1 


mite «2 
2 





*& KENDALL’S "®0FEsIoNat yy 


IN-STOCK 
Style Ne. 138 
Pat. Lea. or Bik. 



















* KENDALL SHOE COMPANY * 
HAVERHILL, MASS. 

















































































CINCINNATI—Cincinnati shoe men 
are especially sports shoes conscious 
this season, for the Men’s Open Golf 
Championship is to be played here at 
Kenwood Country Club in September. 
All merchants are making special ef- 
forts at featuring sports shoes. 

F. H. Rasmussen, buyer and mana- 
ger of the H and S Pogue Company’s 
better shoes department, says that they 
anticipate the biggest sports shoes sea- 
son in the history of their store and 
they are already featuring sports shoes 
by attractive window displays showing 
outdoor scenes and special booths in 
various parts of the store showing the 
different types of sports shoes. Also 
by extensive advertising during Sports 
Shoes Week especially. 

D. W. Thompson, manager of Smith- 
Kasson’s better shoes department, says 
that in anticipation of the best sports 
shoes season they have ever enjoyed, 
they are featuring a special shoe for 
the season. Two unique windows for 
Sports Shoes Week proved attractive. 

E. C. Orr, vice-president of the Pot- 








“Greige” Coined by O-G 


CuHIcaGo, ILt.—“Greige” is a new 
name for the combination of grey and 
beige with which the style experts have 
been flirting ever since grey has moved 
so strongly into the fashion picture. 

It has now become a headliner in an 
advertisement of O’Connor and Gold- 
berg’s in which they describe it as 
“beautiful beige.” It looks like the new 
word has come to stay. According to 
various authorities “greige” is a sort 
of second cousin to the “eel grey,” 
which is to be a vogue color for fall. 
Both these colors remind one much of 
the “greyed” tones so much talked of a 
season or two back. 





Schiff Elects Officers 


CoLumMBus, OH10.—Officers elected at 
the annual stockholders meeting of the 
Schiff Co., Columbus, operating a chain 
of 186 retail shoe stores, were Robert 
W. Schiff, president and treasurer; 
Leo G. Federman, first vice-president; 
Al Schiff, second vice-president; Morris 
S. Schiff, third vice-president, and Ed- 
ward E. Schiff, secretary and assistant 
treasurer. 


Convention in Lynchburg 


Last week the entire sales organiza- 
tion of the Craddock-Terry Company 
met in Lynchburg in consolidated con- 
ference—the first of the large national 
organizations to meet and plan the 
Fall selling season. Centralizing of 
production in Lynchburg gave John W: 
Craddock, Jr.—director of sales—an 
opportunity to spread the specialty 
lines: Natural Bridge, Bob Smart and 
Billiken, before travelers from all parts 
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ter Shoe Company, says that they ay 
increasing the size of their advertisin 
space in the newspapers to help py 
over sports shoes for men and will als ~ 
play them up inside the store. Sport — 
Shoes Week they will have window dis. © 
plays of men’s sports shoes. Whit 
buckskin, untrimmed, leads in sty; — 
with Potter’s. : 
G. Gansdorf, manager of the women; © 
better shoes department at Potter: — 
says that they have stimulated sale 
not only for sports shoes but for aj — 
types by running four-day “ads” at th 
end of the month, giving special price — 
for those days. It has helped sales ani — 
cleaned up stock now, instead of wait. 
ing for special sales. : 
W. E. Newbold, owner and maniger — 
of the Newbold Bootery, will also fea. — 
ture sports shoes by special advertis. 
ing and window displays. He ay; 
there has been the heaviest demand for ~ 
spectator sports that he has ever — 
known. His leading sports shoe is all © 
white buck, with fringe tongue and — 
rubber sole. 














of the country. A three days’ course in ~ 
development of the Fall specialty line — 
sales plan was given. The general line — 
convention opened on Thursday, to give — 
the salesmen who covered family sho — 
stores everywhere the principles of the! — 
“new deal.” This division continued in| — 
session the balance of the week. 

During the week important addresses — 
were made by: President D. H. Dil — 
lard, H. F. Harris, Geo. P. Utley, N. 
C. Evans, C. H. Handerson, John H. 
Wilson, division managers, factory ex- 
ecutives and representatives of the) 
advertising agency. Salesmen’s indi- 
vidual territories were analyzed and 
expectations are for increased quotas! 
in sales records in the drive outlined 
for the next three months. 

At the banquet of the entire organ-| 
ization—all directors, all salesmen ani 
all officers were addressed by John VW. 
Craddock, Sr., chairman of the board, 
and T. M. Terry, vice-president ani 
treasurer. pe 

During the week Mrs. Barker showed} — 
her Billiken film at the local Para| 
mount Theater. 3 
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DATES TO REMEMBER 
Memorial Day ..................... May 305 
|e eee ee June 18 
Pacific Coast Shoe and Leather Exposition 

at Los Angeles ............ June 12, 13, 4E- 
Pacific Northwest Shoe Dealers Association, 

Convention at Portland, Ore...... June 19-2! i 
Independence Day ................... July 4 
Boston Shoe Fair ............. July 10, 11, 25 
Friendship Day ................... August 65 
Oe aR ere September 4F” 
Jewish New Year ............. September 2! F 
‘Pare Pees oS. 8. October 315 
Thanksgiving ................. November 315 
MS oC ote PEER eed December 25 
—a = 
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1 The GOODYEAR LOCKSTITCH 


GOODYEAR OUTSOLE RAPID LOCKSTITCH 
MACHINE — MODEL O 






GOODYEAR 
LOCKSTITCH 


L/L 











GOODYEAR attaches the sole to 
the welt on the outside of the shoe 











seam for Sole Attaching is the seam of 
quality. It has stood the test of time. 
There are two outstanding lockstitch 


seams now in use on modern footwear. 


Oo 


LOCKSTITCH SEAMS are flexible and 
will hold securely all types of soles 
commonly used on footwear 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





































The 


STITCH 











2 The LITTLEWAY LOCKSTITCH 


W/E SOLE STITCHING MACHINE 
— MODEL C 






LITTLEWAY 
LOCKSTITCH 





TW) 
MM Js 


LEILA 


LITTLEWAY attaches the sole, upper 
and insole on the inside of the shoe 
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WHERE TO BUY 


Women’s Shoes 


O66 PF ee OE 





HANNAHSON'S 
WHITE LINEN SANDALS 





No. 688 White Linen Sandai. 47 last, .5/8 
Cuban heel. 
No. 687 a tine Sandal. 42 last, 20/8 


yo 3> ‘or immediate pane, 
WRITE FOR OUR CIRCULAR. 
may you. 


HANNAHSON'S 


HAVERHILL, MASS. 


- itwih 











8 eS 


WHERE TO BUY 
Shoe Trees 


FO Oe 










PROTECTED 


Self Adjusting Shoe Trees. 
A gentle squeeze inserts or 
removes. Write for unique 

sales plan. ‘ 


SIMPLEX SHOE 
TREE COMPANY 


CAGO 






»S W ADAMS $7, CHI 
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WHERE TO BUY 


Riding Boots 












RIDING BOOTS 
‘ IN-STOCK 


For Men, Women and 
Children—also 
Jodhpurs and Field 






mam. CON wrka 





Establishes New York Office 


Rogers Brothers Shoe Company, 
Boston, Mass. have opened up New 
York Office and show rooms at 200 
Church Street. Their entire line of 
in-stock women’s novelty shoes are on 
display there. J. Altman, Greater 
New York, representative is in charge. 
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News of the Travelers and Sales Activities 








Made Salesmanager 


MINNEAPOLIS, MINN.—When a manu- 
facturer goes into the retail shoe busi- 
ness, that is expected—but when a re- 
tail shoe merchant goes into the manu- 
facturing business, that is NEWS. 
And so we print as news the statement 
of the Samuels Shoe Company of St. 
Louis, Mo., the announcement that 
Stanley W. Napier, well-known shoe 





STANLEY W. NAPIER 


merchant, is now associated with its 
organization, as a stockholder and sales 
manager of the company. Mr. Napier 
will be in charge of the Samuels Shoe 
Co. newly opened New York offices, 
Suite 803, Marbridge Building, 47 
West 34th Street, New York City. 

Stanley Napier is known to the trade 
from coast to coast. For more than 18 
years he has been operating shoe stores 
in Minneapolis, Kansas City and 
Omaha. The Napier’s Booteries of 
these Middle West cities have become 
“buy-words” to women wanting fash- 
ionable footwear. Mr. Napier’s younger 
brother, B. H. Napier, affiliated with 
him in the shoe business, is manager of 
Napier’s Costume Booterie, Minneapo- 
lis. Although Stanley will make his 
residence in New York City, he will 
continue as buyer for his retail inter- 
ests. 

In an interview, Mr. Napier said: 
“It has been the dream of my life to 
be in the manufacturing end of shoes, 
and I am surely enthusiastic over the 
line made by the Samuels Company, 
and particularly so over the new Melo- 
tone process on which the shoes are 
made.” 

Mr. Napier recently returned from 
St. Louis, after assisting Mr. Julian 
Samuels build the new Fall line. It is 
his belief that it will be a distinct sur- 





prise to shoe retailers over the country. 
Mr. Sol Pine, who has been the eastern 





representative for the Samuels line 
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> ON THE SELLING END « 


« \ 


—— 


4 — 


will be associated with Mr. Napier jn 3 


the New York offices and studios. 
The Samuels Shoe Company has re. | 


cently made a connection with a Euro. i 


pean designer of artistic footwear, | ~ 
which will be decidedly advantageous be 
in building patterns that are distinc:ive | 


and different. 





Brandman With Brockton Co- 
Operative 


Brockton, Mass.—Harry S. Brand. | 
man, popular young sales executive and | 


the son of the late Charles Brandmian, | 
widely known New England manuiac. | 
turer, has become identified with the 
Brockton Co-Operative Shoe Co. Mr, 
Brandman, who for the past two years 


was identified with the Peck Shoe Co, | 


of Worcester, which recently liquidated, 
is contacting the key accounts in lead- 
ing cities in the East and Middle West 


for these well-known makers of Brock- | 








ton Co-Operative shoes, and according 
to President Fred S. Belyea his initial 
trip has proven most successful, judg- 
ing from reports this popular young 
salesman has been sending back to the 
factory. 


Karl Stephens With Clapp 


The many friends of Karl C. Stephens 
will be interested to learn that he has 
joined the sales organization of Edwin 








KARL STEVENS 


Clapp & Son, Inc., East Weymouth, 
Mass. Mr. Stephens has sold high grade 
shoes for many years and is particu- 
larly fitted to sell the Clapp shoe hav- 
ing as territory Ohio, Pennsylvania, 
New York State including New York 
City and New England. He has been 
at the factory for the past two wecks 
adding new lasts and patterns to the 
already well balanced line of calf and 
soft leather shoes. As this goes to press 
he is already in his territory. 
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« WHAT'S NEW IN THE TRADE > 


Inventions and Ideas 








Game Promotes Specialty Shoe 


Boston, Mass.—Jess Willard of the 
University Club, outstanding Badmin- 
ton player, points out the phenomenal 
increase in popularity of this new game 
and the resulting market for special 





BADMINTON SHOE 


equipment—of which the shoe above is 
an important item. 

The game, now played with rackets 
and a feathered “bird,” originated in 
China. From China it spread to India, 
thence to France, England, Canada and 
so to the United States, where its de- 
velopment has been rapid. The measure 
of this growth is found in New England 
with three hundred Badminton courts 
today, where seven years ago there 
were but two. Badminton Associations 
have been organized in many states 





from coast to coast, and a national body 
is now being formed. 

Although many beginners wear ordi- 
nary sport footwear at first, they soon 
realize the necessity for especially de- 
signed shoes of the type illustrated. 
This shoe is durable and strong, but 
light in weight. It is designed to 
properly support the foot with a snug, 
glove-like fit achieved by the lace-to- 
toe pattern, and particularly the Camco 
Ankle Support Strap, a patented fea- 
ture of great importance originally con- 
ceived by English players. Additional 
comfort and snugness necessary to fast 
and accurate footwork is secured by 
sponge rubber heel seats and metatarsal 
pads. The unusual feature of mesh 
ventilation adds to the comfort and 
lightness, although the shoe is also 
made with fabric uppers ventilated by 
air holes at the toes. 

Many shoe retailers and sporting 
goods departments are finding in this 
specialty shoe a profitable extra sale 
—with an ever growing market. This 
is especially so as the shoe is worn for 
many other purposes as well as the 
game for which it was particularly de- 
signed by George Bingham, sales execu- 
tive of the Cambridge Rubber Com- 
pany, who is an enthusiastic player of 
the game. 








Brown’s Semi-Annual Statement 


St. Louis—The semi-annual] state- 
ment of the Brown Shoe Company, St. 
Louis, Mo., just released and covering 
the six months’ business period ending 
April 29, 1933, reported sales of 
$8,939,430.30, upon which a profit of 
$456,505.18 was listed. 

Current assets were as follows: Cash 
on hand, $1,680,205.95; time certifi- 
cates of deposit and accrued interest, 
$1,016,487.61; short-term investments 
in municipal and other marketable 
bonds, indicated market value of 
$1,130,985. On the statement these are 
carried at cost of $1,136,290. Custom- 
ers’ accounts receivable after provid- 
ing for doubtful accounts, $4,854,460,- 
46. Inventories, at the lower of cost 
or market prices, $1,567,386.30 of fin- 
ished merchandise. In process of manu- 
facturing, raw material and supplies, 
$2,383,958.74. Other assets listed are 
sundry securities, personal notes 
(secured) and sundry accounts, etc., 
$853,186.26. 

Buildings and machinery, less allow- 
ance for depreciation, are carried at 
book values of $2,621,386.79. Lasts, 
insurance, licenses, trade name, good 
will and patent rights, etc., are carried 
at $1.00 each. 

Current assets lists, notes payable, 
as none. Accounts payable, purchases, 








expenses, etc., employees’ savings ac- 
counts and accrued general taxes, 
$867,399.99. Cash dividends paid to 
preferred stockholders on the $3,266,- 
100 outstanding stock were $115,249.75. 
The stockholders of the 247,000 shares 
of common stock outstanding received 
$370,830. Consolidated surplus as of 
April 29, 1933, was $8,565,728.43. 


Regal Store Closing 

St. PAUL, MINN.—The stock of the 
Regal store at 14 West ‘7th street, 
which has been closed, has been taken 
over by Sorensen’s and is on sale. 
Shoes advertised pre-Easter by Regal 
at new low prices are selling at Soren- 
sen’s for $2.89 and $3.75. 


OBITUARY 
R. J. Prince 


PORTLAND, OrE.—R. J. Prince passed 
away at his home here. He was one 
of the veteran traveling men, having 
started on the road in 1869. He came 
to the Pacific Coast in 1881 and trav- 
eled that section ever since. The last 
firm the deceased represented was with 
the Bob Smart Shoe Co. 

Up until his last sickness, he has 
had a springy step and cheerful “hello” 
that few boys of 30 carried with them. 
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He was tolerant to all and interested 
in the family life, troubles and joys of 
all his customers, and carried good 
cheer with him to every hotel clerk, 
waiter and railroad man. I don’t be- 
lieve any man, either in shoes or out, 
was better known or more greatly 
loved than “Pop” Prince. 





Henry E. Hagan Dead 

BostoNn—A noble champion of retail- 
ing, Henry E. Hagan, 68, died here on 
May 18, after a short sickness. 





HENRY E. HAGAN 


Until his retirement recently, he was 
engaged in the shoe business for 45 
years. A quarter of a century ago, 
Hagan’s Oblast stores in Boston were 
world famous for extreme novelties in 
footwear. This store was the first to 
show such shoes as the high-toes, high- 
tops, etc. 

Active in association work, he was 
the founder and several times presi- 
dent of the Massachusetts Retail Shoe 
Merchants Association. In_ political 
life, he was president of the Boston 
City Council in 1916 and was acting 
mayor for a time. 

Mr. Hagan is survived by four mar- 
ried daughters. Funeral services were 
held at Dorchester, Mass., and many 
members of the trade attended. 





Taylor Thompson 


COLORADO SPRINGS, CoLo.—Taylor 
Thompson, 68, president of the Vorhes 
Shoe Co., died May 17 at his home here. 
Despite ill health, he had been active 
in his business until his last illness. 
He came to Colorado Springs 45 years 
ago and started working with the Vor- 
hes Shoe Company. He advanced in 
that firm until when Mr. Vorhes left 
Colorado Springs 15 years ago he be- 
came president. 

He is survived by his wife, one son, 
Allen Thompson; a _ grandchild; his 
brother, Samuel L., who was also as- 
sociated with the Vorhes Shoe Com- 
pany, and three brothers and one sister 
not living here. 

He was a member of the First Meth- 
odist Church of this city, Tejon lodge 
No. 104, A. F. and A. M., Kiwanis and 
Winter Night Club. 
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A DEPARTMENT 
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SALESMEN WANTED 


POSITION WANTED 


POSITION WANTED 





ANTED — Experienced salesmen for Fall 

season beginning in June to carry well 
known line of women’s style arch shoes and 
women’s turn comfort shoes. Strictly com- 
mission basis—settlements, first and fifteenth of 
each month. No objection to carrying non- 
conflicting side line. ollowing territories open: 
Missouri and Kansas—Michigan—Kentucky and 
Tennessee— Virginia, North and South Carolina 
—Louisiana and Mississippi—Georgia, Florida 
and Alabama—Oklahoma and Arkansas—Wash- 
ington, Oregon and Idaho. Send _ references 
with application giving names of former em- 
ployers. Address D-362, care Boot and Shoe 
see 239 West 39th Street, New York, 





ALESMEN visiting better stores — good 

commissions and large and repeat sales han- 
dling patented article every shoe store sells. 
Address D-357, care Boot and whee ee 
239 West 39th Street, New York, 





SALESMAN, fur fast selling line shoe dressing 
(Carnation White, Oh-So White, and Leather 
Glo) in Chicago and surrounding territory to 
shoe stores, department stores, drug stores, etc. 
Acquaintance with trade and car advantageous. 
10% and 15% commission. Sampson Chemical 
Co., 3713 Roosevelt Rd., Chicago. 





SIDE line salesman for new medicated mole- 
skin foot relief. Nothing else like it. Three 
years on market. Fast Selling repeating shoe 
store item. Popular ee Liberal commission. 
Kinox Co., Rutland, 


HOE SALESMAN :—Popular priced women’s 

novelty house can offer a g proposition to 

a go-getter in New Jersey. Must have a car. 

State experience and references in first letter. 

Commission basis. Address D-364, care Boot 

ent Shee Recorder, 239 West 39th ‘Street, New 
ork, } ; 








WANTED — SALESMEN with established 
territory to carry as sideline on commission 
basis, full fine ladies’, men’s, children’s hduse 
and boudoir _ slippers. Liberal commission. 
Address D-365, care Boot and whee Recorder, 
239 West 39th Street, New York, 








LINE WANTED 


ANTED—a line of popular priced women’s 

shoes to carry in Minnesota, Wisconsin and 
the Dakotas with Iowa. Maintain headquarters 
in Minneapolis and have good business to turn 
over to the house making the proper goods. 
Address D-369, care Boot and Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





MEN'S OR CHILDREN’S SHOES. Prefer 
Western Penna. territory where I have 
traveled for 16 years. Best references. — A 
Smith, 120 So. Negley Ave., Pittsburgh, Pa. 





GD. MAN WANTS GOOD LINE. I am 
looking for a reliable line of men’s or grow- 
ing girls’ shoes. Well acquainted in New York 
and the Middle Atlantic States. Have estab- 
lished reputation as I have always carried repre- 
sentative lines. Address D-363, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





UNE st will be in the market for a line of 

quality turns or Compos. Line must be high 
styled and have quality. Have a nice profitable 
trade in New York State, Pennsylvania, = 
more and Washington, to turn over to the house 
having the correct shoes for good trade. Address 
D-370, care Boot and Shoe Recorder, 239 West 
39th Street, New York,  * 





LINE of fast selling women’s shoes wanted 
for the Chicago trade as well as Illinois and 
I maintain headquarters in Chicago 
Address D-371, 
239 West 39th 


Indiana. 
and know the trade thoroughly. 
care Boot and Shoe Recorder, 
Street, New York, N. Y. 





OUISIANA—East Texas—A Real Producer 
desires Line Popular Priced Novelties. 
L. M. Hyatt, Lake Charles, Louisiana. 








POSITION WANTED 








POSITION WANTED 


Shoe manufacturer with 25 
years’ experience covering all 
phases of shoe manufacturing 
and leather buying, desires con- 
nection where his unusually 
comprehensive knowledge will 
be useful. Large retail or mail 
order organization might find 
this very valuable. College edu- 


cation. Good record. 


ADDRESS D-372, CARE 
SHOE RE 








ORK, N. Y. 








AN ALERT 
SHOE MANUFACTURER 
NEEDS ME— 
I KNOW ADVERTISING 


I have created many retail shoe store pro- 
motion programs that clicked, for the Boot 
& Shoe Recorder. 


Since 1919 I have planned and produced the 
Shoe Advertising Service issued monthly by 
the Retail Service Department of the Dry 
Geods Economist, used by many of the most 
progressive Shoe Stores. 


I know style-coordination and how te drama- 
tize the selling features of footwear in 
advertising and display that sells shoes. 


And I am thoroughly familiar with the nec- 
chanics ef both planning and producing the 
type of advertising shoe stores will use. 


Let’s talk it over! Present opportunities for 
increasing your sales through intelligent co- 
operation with stores is limitless. 


R. E. ANDRUSS 
c/o The Boot and Shoe Recorder 
239 W. 39th St., New York, N. Y¥ 
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ETAL SHOE SALESMAN WHO KNOWS 
TH PENNSYLVANIA TRADE IS 
SE EKING wa. Gnas ac TO FORM A 
ION SOME RELIABLE 


Wo roan FOR SPEAK WELL 
AM ANXIOUS FOR A CHANCE T0 
DEMONSTRATE MY ABILITY. ADDRESS 
CARE BOOT AND _ SHOE RE. 
CORDER, 7 WEST 39TH STREET, NEW 
YORK, N. 


FORMER Manager Women’s, Children’s, 
Men’s Orthopedic Shop, Desires Connection 
Costumers’ repeat man. Address D-366, are 
Boot and Shoe Recorder, 239 West 39th Steet, 
New York, N. Y. 











FOR SALE 





ioabSeScialiee 





AMILY Shoe in Pennsylvania town, annual | 


business Twenty Thousand, rent and _ eat 
$52.50 per month, purchase of stock optivnal 
Address D-367, care Boot and Shoe aa ler, 
239 West 39th Street, New York, N. Y 





Minimum charge 75 cents. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate inimum charge 
$1.25. When a box number is desired twelve words should be added for ie address. 
word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
& Advertisements for this page must be in our New York office on-Friday of the week preceding publication. ™ 


is 7 cents per 


| 


In all other cases each 

















When writing advertisers please mention Boot and Shoe Recorder 
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WANTED TO PURCHASE 


BUSINESS OPPORTUNITY 











Buyers of Surplus Stocks 


‘i buy surplus er entire stecks ef shees 
on manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 


590 Broadway New York 
Phone Canal 6-4298 and 4299 





YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn bi 
income in service fees. A new system o 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











La 





Trade Commission 


Reports on Chains 


WASHINGTON, D. C.—The Federal 
Trade Commission sent to the Senate 
its ‘ourteenth serial report on its in- 
vesiization of chain stores entitled, 
“Sales, Costs and Profits of Retail 
Chains.” 

“sdvantages or disadvantages of 
chain-store distribution . . . as shown 
by prices, costs, profits and margins,” 
and “how far the rapid increase in the 
chain-store system of distribution is 
based upon actual savings and cost of 
manegement and operation” are among 
the data sought by the Senate in its 
resolution authorizing the Commis- 
sion’s investigation. 

In its present study the Commission 
finds that in five kinds of business, 
namely, (1) grocery, (2) grocery and 
meat, (3) confectionery, (4) men’s and 
women’s ready-to-wear, and (5) 
women’s shoes, there is a tendency for 
the sales per store to decrease with the 
size of the chain (as measured by the 
number of stores) although the rate 
of net operating profit tends to in- 
crease. 

In four of these lines (grocery, con- 
fectionery, men’s and women’s ready- 
to-wear, and women’s shoes) the per- 
centage of cost of merchandise sold 
also tends to decrease with the size 
of the chain or, expressed from the 
standpoint of profit, the percentage of 
the gross profit tends to increase as 
the size of the chain increases. 

In three of these five groups (grocery, 
confectionery, and men’s and women’s 
ready-to-wear) there is a tendency for 
operating expense percentages to in- 
crease with the size of the chain. 

One explanation of the higher per- 
centage of net operating profit to sales 
for these chains is to be found in the 
fact that the percentage of gross 
profit has tended to widen with the in- 
creased size of the chain to an extent 
sufficient to more than off-set both the 
tendency for operating expense per- 
centages to increase and sales per store 
to decrease with increases in sizes. 

In two of the five groups (men’s and 
women’s ready-to-wear and women’s 
shoe chains), the tendency to a higher 
percentage of net profit on sales for 
the larger chains is also influenced by 
the tendency for the rate of  stock- 
turn to increase with increasing size. 

Sales tendencies and the rates of 
profits on sales in relation to the size 
of the chains considered are also pre- 





sented for such groups as dollar limit 
variety, general merchandise, musical 
instruments, five-dollar limit variety, 
men’s ready-to-wear, hats and caps, 
and dry goods. The dry goods chains 
constitute the only group where sales 
per store increase and rates of net 
profits on sales decrease with increases 
in the size of the chains. The apparent 
reason is that, as the size of the chain 
has increased, the gross profit per- 
centage has narrowed without any com- 
pensating tendencies for the operating 
expense percentages to decrease or the 
turnover to increase. 

In this report the sales, cost, profits 
and other related factors are presented 
for 1,337 chain store companies having 
more that 62,000 stores in the year 
1930. The eight years covered by this 
study are 1913, 1919, 1922, 1925, 1927, 
1928, 1929 and 1930. 

Aggregate results of operations over 
this period of years involve net sales 
of more than $25,490,000,000 distributed 
among twenty-six different kinds of 
chains. The aggregate cost of mer- 
chandise sold was more than $18,503,- 
000,000; the resulting gross _ profit 
amounting to more than $6,987,000,000, 
was divided between operating ex- 
penses of a little less than $5,584,- 
000,000 and a net operating profit of 
approximately $1,133,000,000. 

Expressed in terms of percentages 
of sales, these results show cost of mer- 
chandise sold, 72.59 per cent; gross 
profit, 27.41 per cent; operating ex- 
penses, 22.96 per cent; and net operat- 
ing profit, 4.45 per cent. 

From the standpoint of the number 
of companies involved, the most im- 
portant chain store lines of business 
were found to be: Grocery, grocery 
and meat, drug, dollar limit variety, 
women’s ready-to-wear, men’s. and 
women’s shoes, and dry goods and ap- 
parel. From the standpoint of the 
number of stores, these same commod- 
ity types have nearly the same degree 
of importance. However, from the 
standpoint of volume of business or ag- 
gregate net sales, a somewhat different 
picture is presented. Five kinds of 
chains show aggregate sales of more 
than a billion dollars each which are, 
namely: grocery and meat, $8,799,000,- 
000; department store, $4,400,000,000; 
dollar limit variety, $4,000,000,000; 
grocery, $2,000,000,000 and dry goods 
and apparel, $1,000,000,000. These five 
commodity types, with aggregate sales 
of $20,599,519,801, account for about 
81 per cent of the sales of 26 kinds of 
chains which were considered. 





SNAPPY 
Price Tags 


add color to 
your trims 


For 
June 


Colors—Blue bar 
with orange sun- 
burst on silver 
board. 


$345 





For 
July 


Colors — red, 
white and blue. 








Any Assortment of Prices Desired 
SIZE: 159” x 2%” 


CGR. os iconv ieeowtase $0.85 
VOR occ occcesteunnetiod 1.50 
DRG cso ices oes iv ok eees 2.75 


Added Feature for Price Ticket 
Customers 


For $1.25 additional: 6 display cards 
emphasizing your service, quality or fit- 
ting will be sent. 


CHECK WITH ORDER, PLEASE, UN- 
LESS C.0.D. SHIPMENT IS PREFERRED 


Samples and Details Sent on 
Request 


Merchants’ Service Dept. 


BOOT AND SHOE 
RECORDER 


367 West Adams St. 
CHICAGO, ILL. 














Saturday Oxfords 


Boston—Saturday oxfords, selling 
in Boston, are of elk or calf for the 
uppers and stout oak for the soles, 
heels of built-up leather, and so on for 
the details of service shoes, the grade 
being intended for those women who 
go early to Summer homes in the 
mountains or along shore, and there 
spend a deal of time in walking about. 
Such activity requires stout footwear, 
for the roads and paths are soft in the 
Spring. 





































































































Ault-Shackford Shoe Co., Auburn, Me... 45 
Bass, G. H., & Co., Wilton, Me............ 48 


Cambridge Rubber Co., Cambridge, Mass.. 7 
Chase, W. S., & Sons, Haverhill, Mass..... 50 
Child Life Shoe Mfg. Co., Milwaukee, Wis.. 48 


Clapp, Edwin & Sons, Inc., E. Weymouth, 
BEE. cov ddccescerceseoccesvevececesececs 4 


Colt-Cromwell Co., New York City........ 38 
Connell, J. M., Shoe Co., South Braintree, me 


MS Solvbawanseed des 45005 4609300603050 


Coon Co., W. B., Rochester, N. Y........ s 


Dodge, Bliss & Perry Co., Newburyport, 
BBB. ccc ccccressseesscesesesesseseseees 


Ebberts, John, Shoe Co., Buffalo, N. Y... 46 


Edwards, J., & Co., Philadelphia, Pa., 
Back Cover 


Ephrata Shoe Co., Ephrata, Pa........... 48 
Florsheim Shoe Co., Chicago, Il.. 2nd Cover 
Hannahsons, Haverhill, Mass............-- 52 


Herbst Shoe Mfg. Co., Milwaukee, Wis.... 48 
Kendall Shoe Co., Haverhill, Mass........ 50 


Mrs. Day’s Ideal Baby Shoe Co., Danvers, ‘ 


Ct) ee 


Nettleton, A. E., Syracuse, N. Y.......... 46 


Nunn, Bush & Weldon Shoe Co., Milwau- 
SU IEEE .6:s.9-00-008 vest bese tu et 538 3rd Cover 


Old Colony Shoe Co., Brockton, Mass...... 46 
Owens Shoe Co., Lynn, Mass.............. 50 


Richards & Brennan Co., Randolph, Mass. 46 
Roberts, Johnson & Rand, St. Louis, Mo.... 29 


Samuels Shoe Co., St. Louis, Mo........... 10 
Smith, J. P., Shoe Co., Inc., Chicago, Ill... 46 
Stacy-Adams Co., Brockton, Mass.......... 46 
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LEATHER AND OTHER MATERIALS 


Allied Kid Co., Boston, Mass............++. 1 
American Hide & Leather Co., Boston, Mass. 37 


Dewey & Almy Chemical Co., Cambridge, 
MS <6 iv occsutes bee tecweneen Front Cover 


Evans, John R., & Co., Camden, N. J... .36-31 


Hubschman, E., & Sons, Philadelphia, Pa... 27 


Levor, G., & Co., Ine., Gloversville, N. Y...2-3 
Lima Cord Sole & Heel Co., Lima, O...... 25 


New Castle Leather Co., New -York City.. 41 


Northwestern Leather Co. Trust, Boston 
RS Sac eGG Cate Sood ee Kee ey bee Ure he. 
Ohio Leather Co., Girard, O...............- 33 
Surpass Leather Co., Phila., Pa............ 44 
Young Co., Richard, New York, N. Y...... 44 
Ziegel Eisman Co., Boston, Mass.......... 44 


MACHINERY, LASTS, MFRS.’ SUPPLIES 
DRESSINGS, ETC. 


United Fast Color Eyelet Co., Boston, Mass. 6 


United Shoe Machinery Corp., Boston, 
MNES! iG oc s'c cadet eee aiiceskeweeete 47-49-51 
SHOE ACCESSORIES 
Scholl Mfg. Co., Chicago, Ill............... 42 
Simplex Shoe Tree Corp., Chicago, Ill...... 52 
MISCELLANEOUS 
Hotel Martinique, New York City......... 38 


Kirseh-Blacher Co., Inc., New York City.. 55 


Stephenson Laboratory, Boston, Mass..... 55 


store, which included the opening 0! 
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Boston Fair Plans Progress 

Boston—An important feature of) 
the 1933 Boston Shoe Fair provram/ 
will be a general conference of the! 
wholesale shoe trade under the aispj./ 
ces of the National Association of Shoe 
Wholesalers. This will be held. on one 
of the three days of the fair and wil] 7 
give an opportunity for discussions of 7 
some of the more pressing problenis of ” 
this branch of the footwear trade. The 
conference will be presided over by 
President Henry Bell, Jr., of Bell,” 
Walt & Co., Philadelphia. F 

Incidentally, a number of the lead. | 
ing wholesale shoe houses of Boston! 
have been enjoying almost a record / 
business during the past week or two! 
on the strength of the general eco. 
nomic upturn in the country. One firm! 
on May 15 received the largest number 
of orders for a single day during the 
past ten years, and this and other con- 
cerns have been keeping open nights 
in an effort to make prompt shipments 
of merchandise. 

The management of the Boston Shoe 
Fair reports the receipt of a gratify- 
ing number of applications from shoe 
manufacturers throughout the country 
who expect to have displays in the vari- 
ous local hotels at that time. The pros- 
pects for the success of the show are 
exceedingly encouraging. 

The first shoe wholesaler from out- 
side New England to register for the} 
fair was Elkan R. Myers of D. Myers 
& Sons, Baltimore, who is a regular at- 
tendant at the July show, and A. Levy, 
a leading shoe retailer of Toronto, has 
the distinction of being the first Ca- 
nadian to apply for hotel accommoda- 
tions at the 1933 fair. 
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F. P. Schmidt Leases Department 


BATTLE CREEK, MIcH. — FF. P. 
Schmidt, formerly with the Newark 
Shoe Store, has leased space in the 
Betty Jane Dress Shop and is operating 
his own shoe department. Women’ 
shoes retailing from $2.00 to $3.95 are 
being featured. 












Remodels Store 


Butter, Pa.—C. E. Miller has re- 
cently finished improvements to his 








a new bargain basement 125 feet long. 
A kiddies’ department in the rear of 
the upstairs store is attracting many 
favorable comments from customers. 
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‘the Pedigo Line for Fall @ 
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cof With positive assurance that these three factors are 
bs embodied in Pedigo Shoes—factors you may depend 
oe on—you can go forward with a confident outlook: 
nts 

, | 1. QUALITY — fully maintained without reser- 

i ‘ vations. 

“i 2. SALABILITY— unexcelled. 

” i 3. PROFIT YIELD—sustained by adequate 

“ t mark-up, at retail prices 

nf now established. 

at- 

as Our salesmen will visit you in the near future. The 
a- & 

ef shoes ordered for your Early Fall requirements can 


be in your store when you want them. 


Pedigo -lake Shoe (0. 


SAINT LOUIS, MISSOURI 


Distinctively Fine Footwear for Women 







- TO BE THE FINE SHOES THEY ARE 





OST NO MORE THAN THEY SHOULD 








When writing advertisers please mention Boot and Shoe Recorder 





BooT AND SHOE RECORDER 
combining THE SHOE RETAILER, June 3, 


Kaufman 


SAN FRANCIS 


neta edepemacisoeniom-o 


* 


Cards similar to those which form t¥ 
background for this attractive windo 
display are available free of chaff 
to every Crosby Square merch 
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—because Crosby Square is the $5 to $6 shoe 
that pays its way in special promotion 


Quotation from Mr. Sommer’s letter to Mr. Walter Booth: 








“Enclosed please find order which we wish you 
would fill with all possible speed and ship 
Acme Fast Freight .. . While I am about it, 
want to compliment you on the Crosby Square 
shoes. They are beautiful. We intend to 
advertise these shoes regularly once a week 
and build up a good business on them.” 

(signed) Max H. Sommer 


SOMMER & KAUFMANN 
838 Market St., San Francisco 








In San Francisco, in Chicago, or in Prairie Creek 

it’s the same cheerful, profit-winning story: The 
$5 to $6 shoe that brings in new customers, makes 
bid customers come back, and so pays its way in 
special promotion is Crosby Square. 


These Authentic Fashions at these attractive prices 
deserve special promotion and get it. Window dis- 
play sells more Crosby Squares, so they get window 


WALTER BOOTH 


302 NORTH BROADWAY 


display. Newspaper advertising sells more Crosby 
Squares. So they get regular newspaper advertising. 


Are you, by any chance, still under the impression 
that shoes are merely shoes? Then you and your 
cash register will both be money ahead after you 
hear the whole story of what Crosby Square Authen- 
tic Fashions are doing—right now—for success- 


ful merchants from Cape Cod to the Golden Gate. 


SHOE COMPANY 


MILWAUKEE, WISCONSIN 
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This is the exact size of the silver, 
metal seal placed at the “vital point’’ 
in every Musebeck Foot-so-Port Shoe. 


Covered by patents on 12 different 
construction features the Health Spot 
cannot be duplicated. 


The Health Spot can mean only one 
thing—that spot in Foot-so-Port Shoes 
that promotes better health. 


The dealer is no longer dependent on 
style or price appeal —he has the 
strongest appeal possible—the protec- 
tion of health. 


THE SHOES 


Museback Foot-so-Port Shoes for men 
and women straighten up Ist, 2nd, 
3rd and 4th degree weak feet. They 
place weight on outer part of the feet 
(where it belongs) and relieve all foot 
strain. 

Many people have been relieved of 
such serious ailments as arthritis 
through wearing these CORRECT 
SHOES. 

They do not look like “corrective 
shoes’’—all features are built between 
insole and outsole. 


They are the “last word”’ in scientific 
shoe construction. 
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THE PLAN 


Dealers are now looking for a 
business stimulant for the summer 


months. 


Our 4 Point Merchandising Plan is just 
what they want. 


It is a cooperative plan. The dealer 
and manufacturer work together to 
promote steady profitable business by 
furthering Foot Health. 


Exclusive agencies are fast being ar- 
ranged for—if you are financially able 
to support a merchandising plan that 
has not yet failed—Write today for 
details. 


THE RESULTS 


The customer gets comfort—service 
and better health. He will always wear 
Musebeck Foot-so-Port Shoes. 


The dealer gets a permanent profit- 
able business—-satisfied customers tell 
their friends. 


The manufacturer gets satisfied deal- 
ers because they are featuring a quality 
shoe that is RIGHT. 


A great public service is being ren- 
dered by bettering health through the 
feet. 
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THE MANUFACTURER 


There has been no guesswork or quick decisions in the development of the Musebeck 
Foot-so-Port shoe. 


Placing an extension on the inside of the insole with a patented wedge feature be- 
tween insole and outsole that places weak feet in proper posture makes this a 
shoe with a definite purpose. 


The Musebeck Foot-so-Port shoe was developed through years of untiring effort to 
produce the ultimate shoe for conditions varying from the slightly weak foot to the 
extreme flat foot. The latest improvement in Foot-so-Port shoes was made with a 
complete knowledge of the proper function of the foot and in cooperation with 
many of America’s finest foot specialists. 


Write for Catalog and complete information about our Four Point Merchandising 
Plan— it produces a volume of permanent, profitable business. 


MUSEBECK SHOE 


Danville, Illinois, 
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HYGEEN INSO 


IDENTIFY BY THIS MI 


@ The HYGEEN INSOLE has }b 
stamped with the name you 
above for quick, sure identi 
tion. In all the advertising 
public is strongly advised to “Ls 
Inside the Shoe for this mark (! 
geen Insole) on the Green In 
for your protection.” This pol 
guards you against substitutic 
It makes sales. Make sure jt 
sales clerks know all about it! 
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lip Dealer Profits: 






A big percentage of all canvas shoes sold 
last year were sold at only a few cents mar- 
gin on a pair. Yet, practically every dealer 
handling canvas shoes featuring the HYGEEN 
INSOLE made a comfortable profit on them. 

Why? Because the HYGEEN INSOLE 
overcame the biggest objection people have 
had to ordinary sneakers—“Sneaker Smell.” 

The manufacturers went to women who 
fought against their children wearing sneak- 
ers and said—“Here at last, Mrs. America, 
are the canvas shoes you have been looking 
for. Canvas shoes with the HYGEEN INSOLE 


that prevents excessive perspiration odor!” 
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And it worked. How it worked! Literally, 


hundreds of thousands of parents and chil- 
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| The most power- 
ful profit-building sales idea in 
the history of Canvas Shoes 


dren insisted on canvas shoes with the 
HYGEEN INSOLE. And it meant profits— 
because people will pay a fair price for what 
they really want! 

During 1933 there is an even greater 
demand for shoes with the green HYGEEN 
INSOLE. Again a big advertising campaign 
will reach every possible market for canvas 
shoes through THE SATURDAY EVENING 
POST, the leading women’s magazines, Farm 
Papers, and Juvenile magazines. 

Here is a powerful, tested and proved, 
Profit-Building Idea. 

Why not let it build solid profits for you? 

It can do it—it will do it. All you have to 


do is give it a chance. 


HYGEEN INSOLE 


is exclusive with Canvas Shoes distributed by the 


B. F. GOODRICH FOOTWEAR CORPORATION 
out HOOD RUBBER PRODUCTS CO., INC. 
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VA SMART IDEA ~ SMARTLY EXECUTED 


Here heavy duty calls for a special design-~ultra-smar 
vand for special characteristics in leather. ( Gallun’ 
Norwegian Calf is selected as a complete expression 
of the desired traits a proper degree of suppor 
aided by the clinging quality of the Aztec tannage 
7 the availability of light weights suited to Milady’s 


dainty foot ease of perforation for decorative 








treatment — zr ~ and above all, comfort. 


The "Cent-O-Prog” Walking Shu. 
Conceived by F. E: Foster & Com 
pany, Chicago shoe merchants... 
Executed by “D. Armstrong & Com 
pany, Rochester shoe manufacturen. 





GALLUN’S NORWEGIAN CALI 


GALLUN LEATHERS—ALWAYS STANDARDS OF EXCELLENCE 
A. F. GALLUN & SONS CORPORATION — MILWAUKEE, WIS 
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